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DERMIDEX 

SKIN  MEDICINE 

Two  important  developments  for  this  highly  successful  new  product: 
A  substantial  advertising  push  with  £150,000  spend  in  May,  June  and  July. 
«^»  An  additional  smaller  pack  size  (30  g)  to  attract  new  users. 


Although  only  launched  in  mid 
1979,  Dermidex  Skin  Medicine  has 
quickly  established  consumer 
preference  and  loyalty.  Treating  as 
it  does  —  effectively  and  quickly  — 
a  whole  range  of  skin  problems,  we 
already  have  countless  testimonials 
indicating  its  wide-ranging  efficacy 
and  ease  of  use  compared  with 
previously  tried  alternatives. 

Our  advertising,  which  had  already 
proved  immensely  successful,  is 
now  to  receive  a  major  expenditure 
allocation  during  the  coming  3 
months  with  a  spend  of  £150,000 
during  May,  June  and  July  — 
months  when  skin  problems  are 
particularly  prevalent. 

In  addition,  we  have  now 
introduced  a  30  g  size  at  only  71  p, 
as  a  trial  pack  for  first  time  users 
drawn  by  our  heavy  advertising. 


FAST  ACTING  I 


SKIN  MEDICINE 

relieves  the  pain 
0ff3w,  tender 
^  itching  skin 


DERMIDEX 

SKIN  MEDICINE 

Sieves  the  pain 
of,raw,  tender 
a«"»  itching  skin 


INTERNATIONAL 
LABORATORIES  LIMITED 


The  new  30  g  size  is  available  now 
from  your  wholesaler  or  direct 
from  us  (Trade  Price:  £0.4116 
excluding  V.A.T.).  Usual  discounts 
apply. 

Please  check  your  50  g  stocks  to 
ensure  adequate  supplies  for 
substantial  increases  in  demand. 


CHARWELL  HOUSE,  WILSOM  ROAD,  ALTON,  HANTS,  GU34  2TJ.  TEL:  ALTON  88174 


Acta  I 

Your  WinPharm 
'counter  prescription' 


forh 


cidity 


Actal  -  offers  the  full  activity  of  a 
liquid  antacid  in  a  more  convenient 
and  palatable  tablet  form,  and  is 
especially  formulated  to  disperse 
instantly  on  the  tongue. 


Actal  -  the  right  scientific  pedigree 


PH 


Actal 


•  Rapid  action 

•  Prolonged  effect 

•  Buffers  at  the  ideal  pH 


Ideal  pH  range 


.lnirialpH15 


•  No  risk  of  alkalosis 

•  No  undesirable  inhibition 
of  peptic  activity 

•  Does  not  cause  acid  rebound 
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Actal  -  the  right  commercial  profile 
Distributed  only  to  pharmacies 
Not  advertised  to  the  public 
Trade  margins  with  built-in  "dispensing  fee" 
Backed  by  Winthrop  resources 
Comprehensive  information  facilities 
Actal  is  widely  prescribed 


In  vitro  study.  Gwilt,  J  R  ,  etal  , 

J  Pharm  Pharmacol  .  1958. 10,  770 


60 

Time 
(minutes) 


WinPharm 


Working  with  pharmacy  for  a  healthier  future 

EACH  Actal  Tablet  Contains  360 mg  sodium  polyhydroxyaluminium  monocarbonate  hexitol  complex.  "Actal"  is  a  registered  trade  mark 
Full  information  is  available  from  WinPharm,  Sterling-Winthrop  House,  Surbiton-upon-Thames,  Surrey  KT64PH. 
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The  English  will  talk  to  anyone — so 
long  as  the  language  of  the 
conversation  is  English.  That  cliche 
may  be  less  true  today  than  in  the  past, 
but  a  version  of  it  unfortunately  applies 
equally  to  the  world  of  computers. 

Leaving  aside  the  "language"  in 
which  the  individual  computer 
operates,  the  computers  used  in 
pharmacy  also  depend  upon  codes  for 
product  identification — codes  Which 
are  not  only  different  for  each 
wholesaler  and  each  manufacturer, 
but  in  some  cases  totally  incompatible. 

Upon  this  scene  comes  the  retail 
pharmacist  with  a  need  to  introduce 
point-of-sale  data  capture  terminals 
With  facilities  such  as  price  look-up 
(for  the  uninitiated,  cash  registers ' 
which  hold  the  price  of  most  stocked 
items  and  reveal  it  on  keying-in  the 
product  code,  and  which  will  also 
deduct  the  sale  from  the  current 
stockholding  and  generate  an  order 
from  the  desired  source  when  stock 
falls  to  a  predetermined  level). 

Tf  the  POS  system  is  offered  by  a 
wholesaler,  and  the  retail  pharmacist 
is  happy  to  be  tied  to  that  wholesaler 
for  all  but  a  few  of  his  purchases, 
then  there  are  no  language  problems. 
But  if  the  pharmacist  obtains  his 
system  from  an  independent 
organisation  and  Wishes  to  place  his 
orders  with  a  variety  of  suppliers, 
then  without  a  common  language 
between  the  various  computers  he  must 
forego  some  of  the  major  cost-saving 
benefits  of  the  system  he  has  installed 
at  some  considerable  expense. 

And  that  is  where  the  PLP  code 
(pharmaceutical  interface  product 
code)  comes  in — it  is  the  Esperanto  of 
the  pharmaceutical  computer,  enabling 
an  order  generated  in  one  code  at  the 
point  of  sale  to  be  translated  and 


accepted  by  any  wholesaler's  computer 
or,  indeed,  that  of  the  manufacturer 
for  direct  orders. 

We  go  back  over  this  ground 
because  there  still  seem  to  be 
misunderstandings  about  the  purpose 
of  the  code,  which  has  recently  been 
the  subject  of  high  level  inquiries  by 
interested  parties  (p877).  Emerging 
clearly  from  these  discussions  is 
agreement  that  the  eventual  answer  is 
the  EAN  code  of  13  digits,  entered 
into  the  POS  computer  via  light-pen 
or  laser  reading  of  a  bar  code  printed 
on  the  package. 

That  will  come,  but  as  Mr  Arthur 
Trotman  said  at  last  week's  meeting: 
"The  future  is  now".  Unichem's 
objections  to  the  PIP  code  are 
understandable,  but  for  the  pharmacist 
who  contemplates  investing  in  POS 
equipment  (in  which  it  seems  to  be  the 
computer  manufacturers,  not  the 
pharmaceutical  wholesalers,  who  are 
first  into  the  market)  their  message 
can  only  be  construed  as  "talk  to  any 
computer  so  long  as  it  is  ours". 

Other  wholesalers — including  all  the 
other  major  groups — are  taking  a 
different  line.  They  perhaps  recognise 
that  systems  are  here  today  and  that 
many  pharmacists  wish  to  take 
advantage  of  them;  they  also  know 
that  EAN  marking  of  every  pharmacy 
product  is  probably  some  years  away 
and  that  even  when  it  comes  there  is 
no  existing  provision  for  a  data  base 
— a  source  of  code  Information 
regularly  updated  and  published  for  the 
retail  pharmacist. 

This  is  where  the  C&D  code  comes 
in — recommended,  as  Mr  Astill  said, 
"not  because  we  love  it  but  because 
it's  there". 

Mr  Trotman  was  able  to  announce 
to  the  meeting  that  the  NPA  is 
considering  backing  its  belief  in  the 
code  with  investment.  It  is  to  be  hoped 
that  others  whose  organisations  stand 
to  benefit  from  the  long-term 
prosperity  of  the  retail  pharmacist  will 
follow  their  example.  ■ 
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THIS  WEEK'S  NEWS 


Contractors  back  an 
LPC  against  PSNC 


A  large  majority  of  City  and  East 
London  contractors  have  supported 
their  Local  Pharmaceutical 
Committee's  decision  to  withhold  its 
PSNC  'levy.  In  a  ballot  organised  by 
the  LPC,  22  contractors  voted  in 
favour  of  payment  and  53  against. 

The  LPC  meets  on  May  12  to 
decide  what  action  to  take  next. 
Refusal  to  pay  the  levy  was  a  mark  of 
protest  against  what  the  LPC  feels  is 
a  lack  of  success  in  recent  negotiations 
with  the  Department  of  Health. 
Meanwhile  PSNC  has  withdrawn  its 
services  to  160  contractors  in  the 
area  (C&D,  April  25,  p772).  ■ 

Pharmaceuticals 
consumption  up 

The  British  are  spending  increasing 
amounts  on  pharmaceuticals,  both 
through  the  NHS  and  also  by  purchase 
of  OTC  medicines,  according  to  a 
Euromonitor  report  published  this 
week.  The  value  o'f  pharmaceuticals 
consumed  in  the  UK  increased  'by 
100  per  cent  between  1975  and  1979 
(from  £8.70  to  £18.90  per  head); 
compared  with  a  60  per  cent  increase 
in  the  USA  and  53  per  cent  in 
West  Germany. 

Taking  into  account  price  rises, 
real  growth  in  consumption  of 
pharmaceuticals  'in  the  UK  amounted 
to  29  per  cent  during  this  time.  In 
1 979  pharmaceuticals  supplied  on  the 
NHS  through  general  practice 
pharmacists,  dispensing  doctors  and 
hospitals  accounted  for  41  per  cent  of 
the  gross  output  of  the  pharmaceutical 
industry. 

The  UK  is  also  the  world's  fourth 
largest  pharmaceutical  exporter  with 
the  third  largest  balance  of  trade 
surplus  after  Switzerland  and  the  USA. 

The  dispensing  doctor  is  dealing 
with  an  increased  proportion  of  the 
NHS  drugs  bill.  In  the  period  reviewed 
the  cost  to  the  NHS  of  drugs  dispensed 
by  doctors  rose  by  1 79  per  cent 
compared  with  123  per  cent  for 
pharmacists. 

An  increasing  proportion  of  OTC 
medicines  are  being  sold  through  food 
outlets.  The  Health  Report  1981, 
£135  including  postage,  published  by 


Euromonitor  Publications  Ltd, 
PO  Box  26,  18  Doughty  Street, 
London  WC1N  2PN.  ■ 

Pharmacist  cleared 

A  pharmacist  who  was  accused  of 
handling  two  stolen  batches  of  NHS 
prescription  forms  and  using  them  to 
try  to  cheat  the  health  service,  was 
acquitted  by  a  jury  at  Knightsbridge 
Crown  Court  last  week. 

Mr  Niranjan  Patel,  32,  of 
Templars  Avenue,  Golders  Green,  the 
owner  of  Nirdel's  Pharmacy, 
Westbourne  Grove,  Bayswater,  had 
pleaded  not  guilty  to  two  charges  of 
handling  prescription  forms  he  knew 
or  believed  to  be  stolen,  during 
September  and  November  1979.  He 
pleaded  not  guilty  to  a  third  charge  of 
attempting  to  obtain  £75.97  by 
deception  from  the  NHS  by  falsely 
representing  that  drugs  on  eight 
iprescriptions  had  been  dispensed  and 
handed  to  patients. 

Mr  S.  P.  Waller,  prosecuting,  said 
the  prescription  forms  were  stolen 
from  a  Boots  branch  and  they  found 
their  way  to  Patel's  shop.  Eight  of 
them,  he  said,  were  filled  in  falsely 
and  sent  to  the  NHS  pricing  authority 
for  payment.  But  no  payment  was 
made  because  the  deception  was 
detected. 

Mr  Patel  told  the  jury  that  he  was 
not  responsible. 

Judge  Humphries  ordered  that  both 
prosecution  and  defence  costs  be  paid 
for  by  the  state.  ■ 


Life  for  PC  Frank 
O'Neil's  killer 

Drug  addict  Mr  Josun  Soan  was  jailed 
for  life  at  the  Old  Bailey  last  week  for 
murdering  a  London  policeman, 
PC  Frank  O'Neill,  investigating  a 
forged  prescription. 

The  prosecution  said  that  days 
before  the  killing  last  October 
23-year-old  Mr  Soan  broke  into  a 
doctor's  surgery  in  Harrow  Road, 
Wembley,  and  stole  some  prescription 
forms.  He  then  forged  prescriptions 
and  obtained  drugs,  facts  admitted  by 
the  defence,  said  Mr  Allan  Green, 
prosecuting. 

When  Mr  Soan  presented  a  forged 
prescription  at  Boots,  Waterloo,  the 
manager  became  suspicious  and  told 
him  to  return  in  half  an  hour  as  they 
were  busy.  Police  were  called,  and 
31 -year-old  PC  Frank  O'Neill  and 
WPC  Seeds  arrived  in  plain  clothes. 

When  Mr  Soan  returned,  PC 
O'Neill  put  a  hand  on  his  shoulder, 
said  he  was  a  policeman,  and  showed 
his  warrant  card.  According  to  WPC 
Seeds,  Soan  appeared  in  one  movement 
to  turn  and  punch  PC  O'Neill  in  the 
stomach,  but  as  the  officer  staggered 
back,  Mr  Soan  was  seen  holding  a 
knife.  He  ran  off  and  was  chased  by 
PC  O'Neill  who  almost  caught  him  at 
the  door. 

Mr  Soan,  told  the  jury  he  had  taken 
drugs  on  the  night  and  morning 
preceding  the  stabbing.  "There  was  a 
lot  of  confusion  in  my  mind.  A  large 
person  approached  me  from  one  side. 
It  seemed  to  be  a  Wig  brown  bear.  I  got 
a  knife  out  and  slashed  in  that  direction 
and  then  ran  out  of  the  shop."  Mr  Soan 
said  he  had  been  dependent  on  drugs 
since  he  was  14.  ■ 


"Must  be  the  first  meeting  of  the  Rural  Pharmacists  Association" 
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PIP  code  backed  by 
industry  meeting 

How  soon  can  it  be  implemented  and  for  how  long  will  it 
be  required?  Those  two  questions  were  to  the  forefront 
of  discussion  of  the  report  of  the  Pharmaceutical 
Interface  Product  Code  Working  Party  (C&D  April  18) 
at  a  meeting  of  interested  organisations  and  individuals 
last  week.  Unichem  emerged  as  the  only  dissenting  voice 
concerning  the  need  for  such  a  code. 


Opening  the  meeting,  Mr  Arthur 
Trotman,  managing  director  of 
Independent  Chemists  Marketing  Ltd, 
said  that  no-one  with  a  long-term 
interest  in  pharmacy — including 
manufacturers — could  afford  to  ignore 
the  development  of  computers  in  retail 
pharmacy,  and  the  benefits  from 
utilising  a  common  code.  "In  the  not 
too  distant  future  it  will  be  possible  to 
obtain  data  by  individual  store;  track 
the  sales  (and  lost  sales  by  out  of 
stocks)  much  more  closely;  track  the 
effect  of  promotional  activity  and  of 
course  advertising.  Manufacturers  will 
benefit  in  just  the  same  way  as 
retailers  and  wholesalers." 


No  duplication 

The  reason  manufacturers  generally 
were  adopting  a  "lukewarm  attitude" 
was  because  they  believed  their 
product  labels  would  have  to  carry  two 
bar  codes  (EAN  and  PIP),  Mr 
Trotman  suggested.  But  he  assured 
them  that  only  the  EAN  bar  code  was 
envisaged.  Manufacturers  would  be 
encouraged  to  implement  EAN  coding 
as  soon  as  economically  practical,  but 
wholesalers  and  retailers  hoped  those 
with  products  sold  exclusively  through 
pharmacies  would  also  include  the 
numerical  PIP  code  to  facilitate 
manual  input. 

Mr  Trotman  reminded  the  meeting 
that  the  three  interests  could  not 
operate  in  watertight  compartments, 
and  for  both  manufacturer  and 
wholesalers  it  was  ultimately  the 
success  of  retail  chemists  that  must  be 
the  prime  concern.  He  was  sure 
manufacturers  did  not  wish  to  see 
sales  concentrated  into  fewer  retailing 
organisations — they  required  the  widest 
possible  retail  shop  distribution  to 
justify  advertising,  promotional  and 
general  marketing  expenses.  "I  believe 
a  common  code  will  facilitate  more 
and  better  market  research 
information,  and  that  must  be  to  the 
benefit  of  the  industry  as  a  whole." 

Explaining  the  principle  of  the 
interface  code,  Mr  Trotman  stressed 
it  would  not  replace  internal  product 


codes  but  would  establish  a  nationally 
agreed  identification  number  system 
for  all  products  handled  in  the  industry, 
"It  provides  a  single  simple  method  by 
which  computer-based  product  data 
can  be  communicated  from  one 
'regime'  to  another." 

The  basic  parameters  were  that  the 
code  should  be  numeric  so  as  to  allow 
the  use  of  low-cost  data  entry  devices. 
It  should  be  as  short  as  is  consistent 
with  the  range  of  products  to  be 
covered  so  as  to  minimise  data  entry 
tasks  and  reduce  the  scope  for 
transcription  and  transmission  errors. 
It  should  also  include  a  conventional 
check  digit  so  as  to  eliminate  most 
data  entry  errors  at  source.  "The 
proposed  C&D  six-digit  code  meets 
these  needs."  Finally,  there  should  be 
a  regular  and  reliable  procedure  for 
notifying  users  of  additions,  changes 
and  deletions  as  they  occur. 

Potential  savings 

The  need  for  the  code  was  perceived 
most  strongly  in  general  practice,  said 
Mr  Trotman.  "The  potential  efficiencies 
in  'electronic  ordering'  by  means  of 
hand  held  data  entry  terminals  or 
pharmacy  computers  can  be  dissipated 
if  in  spite  of  labelling  up  the  entire 
shop  with  a  given  wholesaler's  product 
code  he  must  place  substantial 
business  to  other  second-line 
wholesalers  because  of  unsatisfactory 
service  levels,  or  any  other  reasons 
associated  with  changing  that  particular 
supplier. 

"Looking  to  the  future,  the 
prospect  of  having  to  handle  multiple 
coding  systems  in  order  to  obtain  a 
comprehensive  service  as  the  industry 
inevitably  rationalises,  is  hardly  to  be 
contemplated. 

"A  uniform  common  code  has  a 
built-in  protection  for  the  retail 
pharmacist  if  we  in  the  UK  suffer 
from  the  experience  of  USA 
counterparts,  who  having  purchased 
equipment  and  systems  associated  with 
a  single  supplier  (be  it  a  manufacturer 
of  the  equipment  or  a  wholesaler) 
finds  that  the  system  becomes 


useless  when  the  supplier/ wholesaler  is 
no  longer  in  business  or  able  to 
provide  the  Interface  and  necessary 
back-up." 

To  the  retail  pharmacist  the 
adoption  of  a  national  PIP  code  meant 
the  potential  for  a  simplified  and 
uniform  coding  and  classification 
system  encompassing  product  labels, 
price  list,  shelf  edge  labels,  PLOFS, 
invoices  and  ultimately  prescription 
endorsement,  allowing  unrestricted 
access  to  any  wholesalers  or  source  of 
supply.  "A  retail  pharmacist  will  be 
able  to  maximise  the  return  on 
investment  made  on  hand  held 
terminals,  pharmacy  computer  or  point 
of  sale  system,  and  he  is  involved  in 
the  minimum  administrative 
commitment  to  maintain  product  files 
and  references." 


Regulation 

Finally,  Mr  Trotman  outlined 
proposals  for  a  regulatory  authority  to 
control  the  code,  established  as  a 
trading  company  with  shareholding 
arrangements  permitting  participation 
by  bona-fide  members  of  pharmacy  and 
pharmaceutical  distribution.  The  initial 
capital  base  would  be  in  the  region  of 
£50,000  and  thereafter  the  RA  would 
derive  revenue  from  the  licensing  of 
PIP  code  and  the  provision  of 
information  services. 

Implementation  of  the  PIP  code 
was  seen  in  two  main  stages: 

(1)  The  rapid  implementation  of  the 
basic  requirements  based  upon  the 
existing  facilities  of  the  C&D  price  file. 
This  would  include  the  allocation  of 
additional  codes  for  OTC  variants  and 
the  reserving  of  blocks  of  codes  for 
special  purposes  and/or  security 
reasons. 

(2)  Limited  file  set-up  and  update 
facilities  can  be  made  available  based 
upon  the  existing  facilities  currently 
offered  by  Benn  Publications  Ltd 
(publishers  of  C&D). 

Mr  Trotman  reported  that  NPU 
Holdings  Ltd  have  agreed  in  principle 
to  participate  fully  in  the  setting  up  of 
the  RA.  A  subcommittee  has  been 
formed  to  enter  into  negotiations  with 
the  National  Association  of 
Pharmaceutical  Distributors.  The  NPA 
Board  had  agreed  also  to  the 
principle  of  funding  the  capital,  part  or 
whole,  required  to  acquire  and  develop 
the  C&D  code. 

Also  addressing  the  meeting  was 
Mr  Arthur  Lawrence,  representing 
the  Article  Number  Association  (UK) 
Ltd,  of  whose  technical  working  party 
he  is  chairman.  While  sympathetic  to 
pharmacy's  short-term  problems  in 
needing  to  key  the  13  digits  of  the 
European  Article  Number  into  point- 
of-sale  and  data  entry  terminals,  he 
stressed  that  the  full  benefits  of 
computerisation  could  come  only 
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PIP  code  meeting  continued  i,om  Pm 

Unichem  challenge  the 
ed  for  interim  code 


through  the  bar  coding.  Any  code  long 
enough  to  be  internationally 
acceptable  was  too  long  to  be 
captured  by  any  means  other  than 
scanning  'by  laser  or  light  pen. 

Explaining  Unichem's  opposition  fo 
the  PIP  code  report,  Mr  David  Walker, 
their  computer  manager,  said  that 
everyone  agreed  EAN  was  the 
eventual  answer;  the  only  question  was 
timescale.  He  claimed  that  by  March 
1981,  30  per  cent  of  grocery  products 
were  bar  coded  and  by  the  end  of  the 
year  the  total  would  be  70  per  cent.  An 
EEC  Directive,  already  ratified  by  the 
UK.  would  require  manufacturers 
of  pharmaceuticals  to  revise  their 
labelling  within  the  next  12-18 
months,  providing  an  ideal  opportunity 
to  introduce  bar  codes. 

Mr  Walker  therefore  suggested  that 
within  two  years  most  "ethicals"  and 
OTC  products  would  be  bar  coded  and 
it  was  illogical  to  introduce  an  interim 
code  that  might  dilute  efforts  to  push 
the  EAN  code.  The  motives  for  a  PIP 
code  were  correct,  he  said,  but  high 
expenditure  was  Involved  for  which  in 
the  end  the  retail  pharmacist  would 
have  to  pay. 

Mr  Walker  said  that  one-in-five  of 
independent  chemists  (over  1,600)  were 
using  Prosper  terminals.  "On  their 
behalf  Unichem  have  no  intention  of 
supporting  any  code  other  than  EAN". 


Scanning  costs 


Concerning  Mr  Tro'tman's 
references  to  manufacturers'  attitudes, 
Mr  John  Wells  (director  of  the 
Proprietary  Association  of  Great 
Brita  in  and  a  member  of  the 
working  party),  said  that  silent 
observation  should  not  be  confused 
with  disinterest.  He  believed  the  cost  of 
scanning  equipment  was  coming  down, 
with  guns,  presently  priced  at  around 
£3,000.  It  was  the  cost  of  equipment 
that  would  determine  the  size  of 
outlet  which  could  justify  the 
expenditure. 

Mr  Wells  said  many  PAGB 
members  were  adopting  EAN  codes 
but  the  working  party's  support  for  a 
PIP  code  was  to  provide  a  short-term 
bridge  so  chemists  and  wholesalers 
could  take  advantage  of  existing 
technology. 

Mr  T.  P.  Astill  (deputy  secretary, 
National  Pharmaceutical  Association 
and  another  working  party  member) 
argued  that  care  must  be  taken  in 
projecting  grocery  figures  to  pharmacy. 


The  speed  of  coding  in  grocery  came 
about  only  because  of  pressure  by  the 
big  five  retailers.  No  such  pressure 
existed  for  pharmaceutical  products 
where  there  was  a  need  to  rely  more 
on  friendly  persuasion. 

Wholesalers  needed  a  code  now 
and  as  a  representative  of  retail 
pharmacists,  Mr  Astill  did  not  want 
"a  code  wished  upon  me  by 
wholesalers — I  want  to  be  able  to 
order  on  the  best  terms".  There  was  a 
need  "this  week"  for  point-of-sale 
systems  and  data  entry  terminals  and 
these  would  be  reliant  upon  numbers, 
not  ligbt  pens.  Prosper  had  a  six-figure 
code  and  was  also  reliant  on  "buttons, 
numbers  and  fingers".  The  working 
party,  said  Mr  Astill,  did  not  forget  the 
one  in  five  Prosper  users,  but  had  to 
'have  regard  to  "the  other  80  per  cent." 
He  hoped  Unichem  would  "join  the 
club". 

Mr  Astill  concluded  that  the  PIP 
code  report  represented  the  only  means 
of  giving  the  independent  a  choice  of 
Wholesaler  and  the  working  party  had 
chosen  the  C&D  code  "not  because  we 
love  it,  but  because  it  is  there". 


Published  data  base 


Mr  Roger  King,  a  retail 
pharmacist  who  has  been  closely 
associated  with  the  development  of  a 
number  of  commercial  point-of-sale 
systems  (but  in  which  he  pointed  out 
he  no  longer  has  any  interest)  said  he 
had  again  recently  been  Involved  in  the 
setting  up  of  a  product  code  file.  This 
had  proved  to  him  that  whatever 
became  the  common  code  must  be 
maintained  and  available  to  all 
pharmacists  in  published  form  (this 
facility  is  not  available  with  EAN). 

Concerning  "ethicals",  Mr  King 
said  that  because  dispensary  systems 
were  likely  to  be  manually  operated 
through  a  keyboard  there  was  no 
need  for  bar  coding — and  any  attempt 
to  use  bar  codes  on  bulk  containers 
would  be  a  retrograde  step  which  might 
actually  slow  down  the  dispensing 
operation.  Adoption  of  the  C&D  code 
for  OTCs  bad  to  be  the  logical 
development  in  the  short-term.  It 
would  enable  him  as  a  retailer  to  place 
his  computerised  orders  where  he 
wished  and  to  take  advantage 
of  manufacturers'  offers. 

Mr  J.  Wheeler  (Association  of 
British  Pharmaceutical  Industry) 
foresaw  the  advantage  of  bar  codes  in 
original-pack  dispensing,  however. 


When  Mr  J.  Canning  (Barclays 
Pharmaceuticals)  asked  about  the 
timescale  for  extending  the  C&D  code 
to  cover  shades  and  variants,  Mr 
Trotman  said  it  should  be  only  a 
matter  of  months.  Mr  James  Lear, 
director,  Chemist  and  Druggist,  said 
there  were  26,000  codes  in  current  use 
but  a  total  of  50,000  were  available. 

Challenging  predictions  of  cost, 
Mr  Walker  said  Unichem  had  under 
development  a  hand-held  laser 
scanner  which,  bought  in  reasonable 
quantities,  should  be  available  for  some 
£300  today  so  cost  was  not  a 
prohibitive  factor.  He  believed  the  need 
for  manual  in-put  would  disappear 
with  the  proliferation  of  bar  codes. 
Bar  codes  on  "ethicals"  would  provide 
a  cbeck  that  the  right  product  had  been 
dispensed  and  would  have  a  "picking" 
order  value  for  the  wholesalers. 


Vestric  in  favour 


For  Vestric,  Mr  Ted  Abrahams 
said  the  group  would  not  abandon  its 
internal  alpha-numeric  code,  but  they 
supported  the  idea  of  the  PIP  code  as 
an  Interim  means  of  getting 
information  into  keyboards. 

Mr  David  Knowles,  who  represented 
the  Pharmaceutical  Society  on  the 
working  party,  said  the  meeting 
should  not  underestimate  work  in 
progress  on  medical  computing, 
Where  the  EAN  code  would  be  used 
for  drugs. 

Mr  John  Forster  (Hall  Forster  and 
Co  Ltd)  said  he  had  experience  of 
running  an  independent  computer 
bureau  for  13  independent  wholesale 
depots,  using  a  common  code  they  had 
developed  themselves.  Including 
veterinary  and  horticultural 
products  there  were  30,000  lines  on  file. 

Mr  Forster  also  asked  whether  the 
working  party  had  considered 
adopting  the  Unichem  code.  "Yes", 
said  Mr  Trotman,  but  Unichem  had 
not  felt  it  a  practical  proposal.  Mr 
Walker  alleged  that  the  approach  had 
been  made  only  after  decisions  had 
been  taken  (a  point  later  denied  by  Mr 
Trotman),  but  said  it  was  just  as 
illogical  to  use  Unichem's  code  as  an 
interim  measure  as  it  was  to  use  CcfcD's. 

Mr  Idris  Hughes  (Manorfield 
Systems)  said  that  as  a  supplier  of 
computer  systems  Independent  of 
wholesalers,  he  needed  a  standard 
code  immediately. 

Mr  John  Ramsay  (Sangers 
Pharmaceuticals)  said  he  has  always 
believed  in  the  need  for  an  interface 
code  but  thought  more  than  three 
months  would  be  required  to  extend 
the  C&D  code;  a  regulatory  body  was 
necessary.  Mr  Canning  added  that 
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It's  advertising  like  this  that's  put 
Super  Wernets  on  more  dentures  than  any  other  fixative. 

Making  it  the  brand  leader— with  a  share  of  the 
market  that's  already  rocketed  to  40%. 

No  wonder  we'll  be  spending  even  more  on  this 
year's  campaign.  And  making  really  generous  trade  offers. 

All  you  have  to  do  is  carry  on  ordering  and  dis- 
playing Super  Wemets. 

Because  success  breeds  success. 


SUPER  WERNETS  DENTURE  FIXATIVE  POWDER. 


Tablet 

Identification 

As  newer  potent  drugs  become  more 
widely  used  in  medical  practice,  the  ability  to 
quickly  identify  solid  dose  forms  becomes 
increasingly  important. 

Our  newer  generic  tablets  and 
capsules  each  bear  the  Company  name, 
the  strength  and  a  code  number.  The 
same  code  number  appears  alongside 
the  product  in  the  Evans  Price  List, 
thus  enabling  quick  identification. 

Your  Evans  representative  will 
be  happy  to  provide  you  with  more 
details  and  show  you  examples. 

Run  by  pharmacists 
for  pharmacists 


Evans  Medical  Limited  891-995  Greenford  Road,  Greenford,  Middlesex  UB6  OHE  Telephone:  01-422  3434 


TOPICAL  REFLECTIONS 

By  Xrayser 


PIP  code  meeting 

Concluded  from  p878 

Barclays  Pharmaceuticals  also 
supported  the  PIP  code. 

Mr  Trotman  concluded  that  with 
Vestric,  ICML,  Sangers  and  Barclays, 
over  70  per  cent  of  pharmaceutical 
wholesaling  turnover  was  in  support  of 
the  code. 

Mr  Lawrence,  replying  to  points 
about  cost  of  equipment,  said  that  the 
£100,000  turnover  business  could  not 
afford  the  high  price  of  price  look-up 
scanners,  but  would  be  able  to  use  bar 
codes  in  ordering.  Mr  Knowles,  for  the 
Society,  nevertheless  wished  to  see  all 
of  the  industry's  efforts  put  into  the 
EAN  code,  Mr  Astill  replied  that  he 
had  at  one  time  shared  that  view,  but 
now  believed  it  would  be  at  least  five 
years  before  the  EAN  code  was 
sufficiently  widespread.  The  EEC 
Directive,  he  pointed  out,  applied  only 
to  medicines  and  represented  only  a 
small  part  of  OTC  turnover. 

Mr  Roger  King  pointed  out  that 
the  ANA  had  no  central  data  base 
(that  is,  a  register  of  codes  and  the 
products  for  which  they  are  issued), 
whereas  the  C&D  code  was  constantly 
up-dated  and  was  published. 

Concluding  the  meeting  Mr 
Trotman  said  the  industry  could 
benefit  enormously  from  central  price 
up-dating,  but  the  main  aim  was  to 
ensure  that  chemists  did  not  become 
locked  into  wholesalers.  "The  greatest 
need  is  for  the  independent  to  remain 
independent",  he  said.  ■ 

Scrutiny  panel  for 
new  infant  foods 

Legislation  should  be  introduced  to 
ban  the  marketing  of  any  product 
described  as  capable  of  providing 
the  sole  source  of  nourishment  for 
young  infants,  unless  it  has  been 
approved  by  an  expert  panel. 

This  is  one  of  the  conclusions  of 
the  Food  Standards  Committee  given 
in  a  report  published  last  week.  Earlier 
this  year,  a  working  party  on  the 
composition  of  foods  for  infants  and 
young  children  made  a  similar 
recommendation. 

The  FSC  also  makes 
recommendations  about  the  labelling 
of  such  products,  Including  one  that 
manufacturers  should  give  feeding 
instructions  in  a  standard  form. 
Representations  on  the  report  should 
be  sent  to  'the  Ministry  of  Agriculture, 
Fisheries  and  Food,  room  548, 
Great  Westminster  House,  Horseferry 
Road,  London  SW1P  2AE,  by 
August  31. 

"The  Food  Standards  Committee's 
report  on  infant  formulae  {artificial 
feeds  for  the  young  infant)"  (HMSO, 
£2.50).  ■ 


Fight  back 


Good  old  Nielsen.  The  bleak  message 
for  pharmacy  given  in  the  latest 
review  of  our  environment  prompts  a 
"call  to  arms",  in  addition  to  last 
week's  crie  de  coeur  of  "stand  by  your 
barricades". 

In  money  terms  it  appears  that  we 
are  simply  losing  counter  turnover  to 
the  serried  ranks  of  grocers,  super- 
and  hypermarkets  and  drug  stores. 
Slowly  but  inexorably.  I've  had  enough. 

Enough  of  seeing  my  traditonal 
toiletries  market  eroded  by  .  .  . 
"grocers  and  drug  stores  stocking  a 
wider  range  of  toiletries  and  at 
competitive  prices".  They  apparently 
have  the  facilities  and  ability  to  buy 
such  products,  cream  off  market 
leaders  and  to  present  sufficient 
shelf  facings  to  attract  the 
penny-pinching  consumer.  We  surely 
have  the  same  facilities  and  I  would 
hope,  an  ability  to  do  much  better. 

In  the  past  we  have  been  given 
few  bouquets  by  wholesalers, 
manufacturers  and  competitors  alike 
for  our  "commercial  savoir  faire"  as 
retailers.  And  unless  the  PSNC 
extracts  some  amazing  "new  deal" 
from  the  DHSS,  only  pharmacies  with 
a  colossal  script  volume  can  be  content 
with  the  'increasing  proportion  of 
turnover  going  to  NHS  sales. 
Remember  the  chilling  comment  by 
Nielsen:  "The  decreasing  percentage 
of  counter  business  indicates  not  a 
growth  in  NHS  work,  but  rather  a 
decline  in  counter  sales". 

Surely  the  professional  skills  and 
knowledge  we  possess,  when  properly 
and  professionally  presented — whether 
through  dispensing,  counselling  or 
counter-prescribing — form  the  basis 
for  confronting  the  customer  with 
attractive  OTC  propositions,  on 
toiletries,  perfumes,  health  foods, 
home  brew,  footwear,  photographic 
and  products  from  whatever  market 
the  pharmacist  selects. 

Come  off  it,  fellow  pharmacists, 
merchandising  and  marketing  are  no 
longer  foreign  words.  The  "natural 
selection"  process  has  gone  far  enough. 
We  survivors  know  of  stock-turn  ratios, 
brand  leader  concepts,  shelf  facings, 
vertical  blocking,  loss  leaders,  impulse 
sales,  volume  from  reduced  POR, 
high  POR  "exclusives",  dead  stock, 
shelf  barkers,  good  POS,  fewer  dump 
bins,  'customer  flow  and  the  many  other 
tricks  Of  'the  trade. 

A  form  of  "controlled  aggression" 


in  the  front  shop  as  we  sally  forth 
from  our  dispensing  and  counter- 
prescribing  barricade  will  capture 
sufficient  customers  to  make  drug 
stores  build  their  own,  super-markets 
get  hyper-plexy  and  grocers  take  to 
their  bicycles  once  again. 

The  paragraph  in  last  week's  C&D 
that  merited  the  headline,  "Dispensing 
grocers"  must  surely  galvanise 
faint-hearted  pharmacists  into  action. 
Here  it  is  again:  "The  pharmacies' 
increasing  reliance  on  NHS  payments 
could  make  them  highly  vulnerable, 
for  the  number  of  prescriptions  dealt 
with  by  dispensing  doctors  is  growing, 
and  already  one  major  multiple 
(grocery  has  established  an  in-shop 
dispensing  pharmacist."  Up  boys  (and 
girls)  and  at  'em! 


Disposition 


Let  me  assure  you  that  in  spite  of  this 
fighting  talk,  the  bottom  has  not 
dropped  out  of  my  world  along  With 
my  net  disposable  income. 

In  fact  my  income  from  disposables 
has  reached  record  levels.  And 
manufacturers  seem  anxious  to  soak 
up  any  available  liquid  assets,  so  to 
speak.  A  fresh  disposable  nappy  is 
launched  monthly — often  by 
newcomers  to  this  bottom-end  of  the 
market  and  sometimes  backed  by 
television  advertising.  I  suppose  the 
advertisements  are  shown  at  peak 
nappy  changing  times,  such  as 
News  at  Ten,  for  maximum  coverage 
of  their  important  little  faces. 

One  of  my  "disposable" 
representatives  told  me  that  the  BBC 
■are  to  have  a  Conga  section  for  under 
two-year-olds  in  the  next  Come 
Dancing  series. 

Long  may  the  baby  bottom  boom 
continue.  As  long,  that  is,  as  I  don't 
have  to  apply  one  of  these  disposables 
in  situ.  I've  always  tried  to  avoid 
explosive  situations,  being  of  a  delicate 
nature  myself.  Perhaps  the  local  grocer 
will  oblige  with  a  mother  and  baby 
club?  ■ 
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PRESCRIPTION  SPECIALITIES 


Indoramin  will  not 
be  male  'pill' 


Drug  for  gallstones 

Lepetit  are  introducing  a  new  product 
for  the  dissolution  of  cholesterol 
gallstones. 

Destolit  (ursodeoxycholic  acid) 
is  a  naturally-occurring  bile  acid 
which  is  effective  in  up  to  80  per 
cent  of  appropriate  patients,  the 
company  says.  Like  chenodeoxycholic 
acid  it  produces  cholesterol 
desaturation  of  bile  and  is  indicated 
only  for  the  dissolution  of  radiolucent 
gallstones  and  only  in  patients  with 
functioning  gallbladders.  The  incidence 


of  diarrhoea  is  less  than  with  Other 
dissolving  agents,  it  is  claimed. 
The  majority  of  gallstones  dissolve 
in  six  to  24  months  depending  on  size. 

Destolit  tablets 


Manufacturer  Lepetit  Pharmaceuticals 
Ltd,  Meadowbank,  Bath  Road, 
Hounslow,  Middlesex  TW5  9QY 
Description  Plain  white  tablets  each 
containing  ursodeoxycholic  acid  150mg 
Indications  Dissolution  of  radiolucent 
cholesterol  gallstones  in  patients  with 
a  functioning  gallbladder 
Dosage  Three  or  four  tablets  daily, 
according  to  body  weight,  in  two 
divided  doses  after  meals.  One  dose 
should  always  be  taken  after  the 
evening  meal.  A  daily  dose  of  about 
8  to  lOmg/kg  will  produce  cholesterol 
desaturation  of  bile  in  the  majority  of 
cases.  Lowest  effective  dose  is  4mg/kg. 

Duration  of  treatment  will  usually 
not  be  extended  beyond  two  years  and 
should  be  monitored  by  regular 
cholecystograms.  Treatment  should  be 
continued  for  three  to  four  months 
after  radiological  disappearance  of  the 
stones.  Any  temporary  discontinuation 
of  treatment,  if  prolonged  for 
three-four  weeks,  will  allow  the  bile 
to  return  to  supersaturation  and  will 
extend  the  total  time  required  for 
litholysis. 

Contraindications  Active  gastric  or 
duodenal  ulcer.  Hepatic  and  intestinal 
conditions  interfering  with  the 
enterohepatic  circulation  of  bile  acids 
such  as  ileal  resection  and  stoma, 
regional  ileitis,  extra  and  intra^hepatic 
cholestasis,  and  severe  acute  and 
chronic  liver  diseases.  Should  not  be 
given  during  the  first  trimester  of 
pregnancy  and  women  of  child-bearing 
age  should  use  contraceptive  measures. 
Non-hormonal  contraception  is 
recommended.  If  conception  occurs 
during  therapy,  treatment  should  be 
discontinued 

Precautions  Excessive  dietary  intake 
of  calories  and  cholesterol  should  be 
avoided — a  low  cholesterol  diet  will 
probably  improve  the  effectiveness  of 
treatment.  Drugs  known  to  cause 
cholesterol  elimination  in  bile,  such  as 
oestrogenic  hormones,  oral 
contraceptives  and  certain  blood 
cholesterol  lowering  agents,  should  not 
be  prescribed  concomitantly 
Side  effects  Diarrhoea  occasionally 
Pharmaceutical  precautions  Shelf  life 
of  three  years  under  normal  room 
temperature  storage  conditions 
Packs  60  tablets  (£19.40  trade) 
Supply  restrictions  Prescription  only 
Issued  May  1981  ■ 


Isordil  Tembids, 
Premarin  changes 

Ayerst  Laboratories  Ltd  are  adding  a 
sustained  release  formulation  to  the 
Isordil  range  on  May  1 8.  Isordil 
Tembids  capsules  contain  isosorbide 
dinitrate  40mg  which  is  released  over 
six  hours  to  provide  up  to  12  hours 
sustained  effect.  The  capsules  have  a 
colourless  body  and  blue  cap,  and  the 
dose  is  one  capsule  two  or  three  times 
daily  (100,  £7.50). 

The  250  packs  of  Isordil  lOmg 
and  5mg  will  be  discontinued  on  the 
same  date.  The  100  packs  of  all  three 
strengths  remain  available. 

Premarin  parenteral  is  being 
discontinued  due  to  lack  of  sales. 
The  pack  size  of  Premarin  tablets 
2.5mg  is  being  changed  from  30  to 
100  (£8  trade).  The  1,000  packs  of  all 
three  strengths  are  being  deleted  but  all 
other  Premarin  presentations  remain 
available.  Ayerst  Laboratories  Ltd, 
Invincible  Road,  Farnborough,  Hants 
GUM  7QH.  » 


Femulen  pack 


Searle  are  replacing  the  existing 
Femulen  pillow  pack  with  a  slimline 
strip  and  carton  to  bring  the 
packaging  into  line  with  their  other 
oral  contraceptives.  Searle  Pharma- 
ceuticals, Whalton  Road,  Morpeth, 
Northumberland.  ■ 


Hypnomidate  1ml 


Janssen  have  'introduced  a  1ml  ampoule 
(125mg/ml)  of  Hypnomidate  available 
in  packs  of  ten  (£33  trade).  Janssen 
Pharmaceutical  Ltd,  Janssen  House, 
Chapel  Street,  Marlow,  Bucks 
SL7  1ET.  ■ 


Cosalgesic  change 


Cox  Continental  have  discontinued  the 
500  pack  of  Cosalgesic,  but  the 
100  pack  will  continue  to  be  available 
in  glass  bottles  with  "Clic-Loc" 
child-proof  caps.  The  price  remains 
the  same.  Cox  Continental  Ltd, 
Whiddon  Valley,  Barnstaple, 
North  Devon  EX32  8NS.  ■ 


Wyeth  say  they  have  no  'plans  to 
research  into  the  use  of  indoramin, 
their  new  antihypertensive  drug,  as  a 
reversible  male  contraceptive. 

Indoramin  is  an  alpha- 
adrenoreceptor  Mocker  (see  C&D  last 
week,  p834)  arid  one  of  its  side 
effects  is  failure  of  ejaculation.  The 
company  says  the  incidence  is  not 
high — in  a  trial  of  about  750  patients 
treated  for  hypertension  for  various 
lengths  of  time,  the  incidence  was 
noted  at  6.4  per  cent  which  included 
impotence  and  loss  of  libido  as  well  as 
failure  of  ejaculation. 

However,  in  a  paper  published  in 
last  week's  British  Medical  Journal  a 
much  higher  incidence  of  failure  of 
ejaculation  is  noted,  although  with  a 
small  number  of  patients.  While 
conducting  a  double-blind  trial  of 
indoramin  in  the  prophylactic 
treatment  of  migraine,  workers  at  the 
Royal  Infirmary,  Edinburgh  found  that 
out  of  1 1  men  taking  indoramin, 
60mg  daily,  six  reported  normal 
erections  and  experienced  orgasms 
despite  total  lack  of  ejaculation. 

The  authors  think  the  effect  is 
probahly  caused  by  the  action  of 
indoramin  on  the  short  adrenergic 
neurones  of  the  male  reproductive 
tract  and  say  the  finding  may  support 
the  hypothesis  that  this  group  of  drugs 
may  'be  developed  f  or  use  as  reversible 
male  contraceptives. 

Wyeth  have  no  plans  to  research 
into  this  use  arid  do  not  know  why  a 
much  higher  incidence  of  this  side 
effect  was  seen  in  the  Edinburgh  trial. 
Much  higher  doses  of  indoramin  were 
used  in  their  own  anti-hypertensive 
trials.  The  company  is  currently 
completing  a  multi-centre  trial  on  the 
use  of  indoramin  in  migraine  but 
results  are  not  yet  available.  ■ 
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Fragrance  co-ordinated  range 
to  be  launched  by  S&N 


Limara,  a  range  of  f  our  products  in 
four  fragrances  is  to  be  launched  by 
Smith  &  Nephew.  The  range  has  been 
developed  by  Beiersdorf  (BDF)  a 
Hamburg-Abased  toiletry  company  and 
is  to  be  marketed  in  the  UK  by  S&N. 
(Atrixo  and  Labello  are  previous 
introductions  by  this  policy  of 
co-operation.)  The  Limara  brand 
name  was  chosen  to  give  no  negative 
association  in  any  European  language. 

S&N  describe  the  introduction  as 
"the  most  exciting  and  dramatic  new 
product  launch"  in  their  entire  history 
and  say  that  in  the  five  years  since 
Limara's  launch  in  Europe  it  has  been 
successful  to  the  tune  of  £18m  at  rsp. 

The  Limara  range  comprises  body 
spray,  eau  de  toilette,  soap  and  foam 
bath,  each  available  in  four 
fragrances — wild  ordhid,  green  summer, 
golden  day  and  yellow  moon — covering 
the  perfume  groups  (floral,  green  notes, 
chypre  and  oriental).  The  company 
believes  this  is  the  first  time  a  mass 
market  brand  has  been  launched 
offering  the  same  fragrance  across  the 
four  product  areas.  And  they  say 
European  experience  has  shown  a  full 
range  improves  the  performance  of 
the  products  in  it. 


Range  flagship 

With  marketing  emphasis  on  the 
fragrance,  the  flagship  for  the  range 
will  be  the  bodyspray.  S&N  credits 
Impulse  with  a  10  per  cent  share  of 
the  UK  aerosol  deodorant  market  and 
say  Limara  is  running  neck  to  neck 
with  Impulse  in  nearly  every  country 
where  both  products  are  on  sale. 
Limara  bodyspray  coming  in  100ml 
will  retail  at  £0.89,  the  same  price  as 
a  75ml  Impulse  they  say. 

In  placement  tests,  74  per  cent  of 
the  women  involved  are  reported  to 
have  been  satisfied  with  the  product 
after  trial  and  46  per  cent  said  they 
would  ibe  willing  to  buy.  Braridshare 
expectation  Is  set  at  8-10  per  cent  in  the 
short-term  and  1-3  per  cent  long-term. 

The  soap  is  anticipated  by  the 
company  to  fill  "a  wide  open  gap  in  a 
largely  static  market  between  the 
expensive  luxury  brands  such  as 
Rogers  &  Gallet  or  Bronnley  and  the 
day  to  day  mass  market  family  soaps 
such  as  Lux  or  Shield".  At  an  average 
selling  price  of  £0.89  Limara  soap, 
they  say,  will  be  "substantially  below 
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almost  all  perfumed  soaps". 
Presentation  is  a  practical  plastic 
container  in  the  Limara  livery.  The 
foam  bath  (£0.89)  is  expected  to 
capitalise  on  self-purchase  "as  an 
affordable  indulgence  as  well  as 
traditional  gift  purchases". 


Image  definition 

Finally  in  the  range  there  is  an 
eau  de  toilette.  "In  terms  of 
positioning,  advertising  and  packaging, 
fragrance  plays  a  dominant  role  in 
defining  Limara's  image.  It  is  essential, 
therefore,  in  order  to  enhance  the 
credibility  of  the  whole  range,  to  offer 
the  consumer  a  pure  fragrance 
product."  Being  a  fragrance-led 
range  S&N  believe  the  eau  de  toilette 
(£3.99)  will  benefit  from  the  sampling 
effect  of  the  other  products,  especially 
the  bodyspray. 

Research  by  the  company  found 
that  women  responded  to  the  range 
concept  especially  regarding  soap  and 
eau  de  toilette  as  gift  purchases. 
And  the  company  says  reaction  was 


very  positive  to  the  black  packaging. 

For  display,  point-of-sale  units  for 
pharmacy  outlets  are  available  to  give 
impact  and  coherence  to  the  range. 
The  launch  of  Limara  will  be 
supported  by  a  total  advertising  spend 
of  £2im  in  the  first  year.  £1.6m  of  this 
will  go  on  television  in  two  bursts  in 
July  and  again  in  December.  Group 
discussions  with  young  women  found 
the  lifestyle  of  the  present  fragrance 
advertising  to  be  out  of  date  says  the 
company.  The  Limara  advertisement 
is  described  as  a  mixture  of  animation 
with  a  heavy  rock  soundtrack. 
Advertising  in  the  women's  Press  has 
been  allocated  a  £200,000  spend,  the 
remainder  going  on  below-the-line 
activity.  Smith  &  Nephew  Toiletries, 
Bessemer  Road,  Welwyn  Garden  City, 
Herts  AL7  1HF.  ■ 


MonteiPs  sunny 
outlook 


Germaine  Monteil  has  created  a  new 
sun  line,  Sunsitive,  Which  is  said  to 
contain  no  perfume  and  to  filter  out 
the  UVA  and  UVB  rays  of  the  sun. 

The  products  are  pre-tan  formula 
(£5.50)  to  be  applied  to  the  face  and 
body  every  day  for  1 5  days  before 
exposure  to  the  sun,  protective  tanning 
face  cream  (index  6,  £5.50),  protective 
tanning  emulsion  (index  4,  £5.50)  and 
self  tanning  emulsion  (£5.50). 
Germaine  Monteil,  St  George's  Street, 
London  W1R  9DF.  ■ 


Marmalade  free 
with  Bemax 


A  consumer  promotion  on  Bemax 
starts  this  month  and  runs  through 
June  and  July.  A  free  l|oz  of  Tiptree 
marmalade  is  included  in  every 
Bemax  pack  other  than  crunchy 
Bemax,  and  the  250g  packs  carry  a 
lOp  coupon  off  the  next  purchase  of 
500g  Bemax.  Beecham  Foods, 
Brentford,  Middlesex  TW8  9BD.  ■ 


Menopause  booklet 


The  latest  Family  Doctor  booklet  is 
"Your  menopause  questions"  by  Dr 
Jean  Coope.  Copies  (£0.50)  are 
available  from  the  NPA,  to  members, 
or  from  Family  Doctor  Publications, 
BMA  House,  Tavistock  Square, 
London  WC1H  9JP. 
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ICC  launch  roll-on  version 
of  Immac  lotion 


A  new  form  of  Immac  is  being 
launched  to  give  "the  world's  first 
roll-on  underarm  hair  remover". 

International  Chemical  Company, 
the  manufacturers,  discovered  through 
their  research  that  42  per  cent  of 
women  Who  remove  hair  from  their 
bodies  do  so  from  their  underarms 
only — and  up  until  now,  8  out  of  10 
used  a  razor.  They  decided  that  there 
was  a  demand  for  a  more  feminine  and 
acceptable  method  which  would 
overcome  the  problems  of  cuts  and 
rashes  associated  with  razors.  So  they 
developed  Immac  roll-on. 

A  specially  developed  roller  housing 
permits  a  sufficient,  even  flow  of  lotion 
on  to  the  skin  to  ensure  depilation  in 
about  3-5  minutes.  The  pack  is 
designed  in  white  plastic,  and  contains 
100ml  of  the  Immac  lotion  formulation. 
Retailing  at  £1.45,  its  launch  will  be 
supported  by  a  television  campaign. 


spending  in  teenage  and  women's 
publications,  plus  POS  material  and  a 
40p  magazine  coupon.  International 
Chemical  Co  Ltd,  11  Chenies  Street, 
London  WC1E  7ET.  ■ 


Canesten  bonus 

As  part  of  its  policy  to  encourage  sales 
of  Canesten  1  per  cent  cream  as  a 
pharmacy-only  OTC  product,  Bayer 
have  a  bonus  deal  for  retail 
pharmacists.  When  orders  of  at  least 
five  outers  are  placed  with  company 
sales  representatives,  stockists  will  in 
fact  receive  13  tubes  for  every  dozen 
ordered.  Similarly,  orders  of  ten  outers 
or  more  will  comprise  1 4  tubes  for 
every  dozen.  Bayer  UK  Ltd, 
Pharmaceutical  Division,  Burrell  Road, 
Haywards  Heath,  West  Sussex.  ■ 

Ginseng  capsules 
from  Red  Kooga 

English  Grains  have  launched  Red 
Kooga  ginseng  capsules  600mg 
(36,  £3.68)  aimed  at  customers  who 
dislike  the  taste  of  ginseng  as  tablets 
or  elixirs. 

A  £■}  million  advertising  and 
publicity  campaign  will  support  the 
brand  over  the  next  seven  months. 
Full  colour,  full-page  advertising  will 
run  in  "quality"  magazines  and 
newspapers  including  Radio  Times, 
Observer  Magazine,  Reader's  Digest, 
Time  Out,  Punch,  Good  Housekeeping, 
Cosmopolitan,  Here's  Health  and 
Healthy  Living.  A  public  relations 


campaign  is  expected  to  include 
coverage  on  television,  radio,  film 
shows  in  selected  cities,  celebrity 
lectures  and  competitions.  English 
Grains  Ltd,  Swains  Park,  Park  Road, 
Over  seal,  Bur  ton-on-T  rent.  ■ 

Dermepil  advertising 

The  Dermepil  low  temperature  home 
waxing  kit  is  to  be  advertised  from 
May  to  August  in  Woman's  Journal, 
Good  Housekeeping,  Cosmopolitan 
and  She.  In  addition  a  coupon  offering 
£1  off  the  recommended  retail  price 
of  £5.25  will  appear  in  the  July  25 
issue  of  Woman's  Own.  The  company 
says  Dermepil  need  only  be  used  once 
every  six  weeks  and  can  last  for 
several  months  as  the  wax  can  be 
reused.  Dermepil,  11  Duke  Street,  St 
James's,  London  SW1.  ■ 

Ultima  colours 

Inspired  by  the  Navajo  American 
Indians,  Ultima  II  have  created  three 
looks — the  golden  sun  colours  with 
golden  coppers  and  bronzes,  corals 
and  desert  tones  for  the  great  desert 
colours  and  Violets  and  rose  for  the 
blue  sky  colours.  The  Navajo  Colours 
will  be  available  from  June.  Ultima  II, 
86  Brook  Street,  London  Wl.  ■ 


Cash  promotion  on 
Beecham  toiletries 

Eight  Beecham  toiletry  brands  are 
being  linked  in  a  onjpack  offer. 
Featured  on  Macleans  and  Aquafresh 
toothpaste,  Vosene  shampoo,  Perform, 
Silvikrin  hairspray,  Body  Mist,  Midas 
and  Airwick  Stick  Up,  the  "Free  £3 
cash"  offer  is  flashed  on  special  packs 
and  each  one  carries  a  cash  token 
worth  from  5-20p. 

Consumers  have  to  collect  and  send 
in  lots  totalling  £1  apiece  to  receive  a 
pound  note  in  exchange.  No  applicant 
may  claim  over  the  maximum  of  £3. 
Display  material  carrying  the 
promotion  is  available  for  POS. 

John  Hammond,  Beecham 
Toiletries  sales  director  believes:  "All 
our  recent  experience  confirms  that  the 
kind  of  promotion  that  is  progressively 
gaining  the  active  participation  of 
today's  hard-pressed  shopper  is  the 
on-pack  offer  carrying  a  cash-refund. 

"To  give  but  a  single  general 
example:  some  three  years  ago  we 
used  to  achieve  an  average  redemption 
rate  of  20  per  cent  for  price-off-next- 
purchase  coupons  on-pack.  Now,  we 
are  getting  an  astonishing  50  per  cent 
for  this  relatively  modest  scale  of 
offer." 

This  current  activity  follows  the 
"swap  shop"  promotion,  where 
redemption  percentages  "are  already 
running  substantially  ahead  of  any 
known  single  brand  refund  offer". 

Beecham  are  also  promoting  their 
two  leading  Airwick  brands  with  price 
cuts.  Stick  Up  is  on  offer  as  a 
twin-pack  available  at  a  price 
"substantially  lower"  than  the  normal 
in-store  price  of  a  single  pack.  At  the 
same  time  Airwand  is  on  offer  at  49p. 
Both  packs  are  currently  being  sold-in. 
Beecham  Toiletries,  Beecham  House, 
Great  West  Road,  Brentford,  Middx.  ■ 


Change  to  GSL 

Brulidine  and  M&B  antiseptic  cream 
are  now  GSL  medicines.  Distribution 
will,  however,  continue  to  be  solely 
to  pharmacies.  May  &  Baker  Ltd, 
Dagenham,  Essex  RM10  7XS.  ■ 

Shulton  addition 

Shulton  have  added  a  50ml  aftershave 
lotion  (£2.50)  to  tbe  Blue  Straitos 
range.  Shulton  (GB)  Ltd,  100  Brompton 
Road,  London  SW3  1EW.  ■ 
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Increase  the  level  of  your  patient  care  with  the 
Pharmex  Dl  -  AL  300  -  Drug  Interaction  -  Auxiliary 
Labelling  Microfiche  programme.  Introduced  to 
complement  the  success  of  the  Pharmex  Warning 
Label  System,  this  Microfiche  gives  concise 
descriptions  of  clinically  significant  drug  interactions 
and  data  on  the  300  most  commonly  prescribed  drugs. 

Each  drug  profile  indicates  the  Pharmex  Warning 
Labels  which  are  recommended  for  the  use  with  that 
particular  drug.  A  new  update  of 
the  fiche  is  sent  to  you  every  four 
months  to  ensure  that  the 
information  you  receive  is 


Vestric 

We're  always  there,  we  always  care. 


relevant  to  the  latest  drugs. 

Microfiche  can  increase  your  business  efficiency 
too  with  our  Computer  Output  to  Microfilm  process, 
providing  you  with  a  full  month's  invoices  on  fiche  a 
few  days  after  the  month  end.  If  space  is  at  a  premium, 
you  can  have  any  of  your  past  invoices  copied  onto 
Microfiche. 

If  you'd  like  more  information  or  an  in- shop 
demonstration  of  any  of  the  above  services,  please 

complete  the  coupon  or  talk  to 
Mike  Dunk  now  on  Runcorn 
(0928)  717070 


Make  sure  your 
patient  care 

procedures  pass 
the  screen  test 
with  Microfiche. 
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Robinsons's  re-launch  baby  foods 
with  on-pack  cash  promotion 


Robinson's  are  to  re-launch  their  baby 
cereals  in  May  with  "improved 
formulas  and  bright,  modern 
packaging",  backed  by  an  on-pack  cash 
promotion  covering  all  products  in  the 
baby  food  range. 

In  order  to  claim  a  cash  bonus  of 
up  to  £5  mothers  will  need  to  collect 
special  tokens  from  any  Robinson's 
pack.  The  front  of  the  new  cereal  and 
super  cereal  packs  carry  two  tokens 
and  baby  food  one  and  two,  one  token. 
Freepost  envelopes  will  be  available 
at  POS  to  send  away  for  the  bonus. 
35  tokens  will  redeem  £1,  50 — £2, 
70— £3,  and  10— £5.  The  offer  closes 
May  31,  1982. 


"This  on-pack  promotion  is  by  far 
the  biggest  we  have  ever  mounted", 
says  product  group  manager, 
Mr  Roger  Northway,  "we  shall 
feature  it  on  special  packs,  in  our 
advertising  and  at  POS  from  May 
until  the  Autumn."  He  estimates  that 
30  per  cent  of  mothers  will  get  at  least 
£1,  with  the  promotion  "ensuring 
brand  loyalty  throughout  the  baby's 
crucial  first  year." 

Brand-leading  baby  cereal 

Robinson's  say  that  they  have  been 
brand  leaders  of  the  baby  cereal 
market,  currently  worth  £1.6m,  for  a 
long  time,  and  suggest  that  the 
emphasis  of  the  brand  has  been 
traditional  with  their  baby  rice  being 
the  classic  first  food.  But  with  at  least 
one  third  of  mothers  giving  adult 
cereals  to  children  under  one  year 
Robinson's  hope  to  switch  these 
mothers  to  their  "tailor-made" 
products.  The  new  packs  emphasise 
the  wholesomeness  of  the  ingredients 
and  the  colours  and  illustrations  allow 
easy  identification  on-shelf. 

The  mixed  cereals  now  include  rice 
and  rye  as  well  as  wheat,  oats  and 
barley.  All  four  varieties  now  have  a 
new,  fuller  vitamin  mix  with  no  added 
sugar.  The  cereals  are  packed  in  outers 
of  six  with  an  srp  of  £0.45  for  a  170g 
pack.  Reckitt  Products,  Reckitt  House, 
Stoneferry  Road,  Hull  HU8  8DD.  ■ 


Merchandising  for 
Quickies 


Thomas  Christy  have  introduced  a 
merchandiser  for  Quickies  containing 
two  sizes  of  face  cleansing  pads  as  well 
as  their  eye  make-up  and  nail  varnish 
remover  pads. 

Distributors  in  Northern  Ireland  are 


Johnson  Bros,  390  Olonard  Road, 
Kimmage,  Dublin  12,  and  not  Fassett  & 
Johnson  as  previously  informed.  Prices 
see  C&D  Price  Service,  Thomas  Christy 
Ltd,  North  Lane,  Aldershot,  Hants.  ■ 

SR  multivitamins 

Natural  Flow  have  introduced  a 
sustained  release  multivitamin 
preparation  containing  over  25 
vitamins  and  minerals  in  adequate 
amounts  for  vegetarians.  Mega  Multi 
25  (30,  £4.95;  60,  £8.95)  contain  in 
each  tablet  vitamin  A  7,500iu, 
vitamin  C  250mg,  vitamin  E  200iu, 
75mg  of  each  of  the  main  B 
vitamins,  plus  minerals  in  chelated 
form,  kelp,  lecithin  and  alfalfa.  No 
sugar  or  starch  is  included  and  the 
coating  is  maize  protein.  Natural 
Flow,  Burwash,  East  Sussex.  ■ 


Anadin  available 
in  soluble  form 

A  soluble  tablet  of  Anadin  has  been 
developed.  The  most  popular  pain 
reliever  for  two  decades  Anadin,  say 
ICC,  is  the  largest  proprietary  medicine 
in  the  UK. 

"However  research  has  shown  that 
there  are  a  number  of  people 
comprising  a  sizeable  market,  who 
would  like  to  use  Anadin  but  would 
prefer  to  dissolve  their  tablets." 


Advertising  will  comprise  a  £im 
television  campaign  in  addition  to  the 
£2m  campaign  for  regular  Anadin 
backed  by  POS  material  and  a  launch 
bonus  of  four  free  with  every  20 
purchased.  International  Chemical  Co, 
11  Chenies  Street,  London 
WCIE  7ET.  ■ 

ON  TV 
NEXT  WEEK 

Ln    London     WW  Wales  &  West     We  Westward 


M  Midlands  So  South 

Lc     Lanes  NE  North-east 

Y  Yorkshire  A  Anglia 

Sc  Scotland  U  Ulster 


B  Border 

G  Grampian 

E  fc'ireann 

CI  Channel  Is 


Alka-Seltzer:  Ln,  So,  Sc 

Anadin:  All  areas 

Bic  razors:  M,  Lc 

Clearasil  Clearguard  lotion: 

All  except  We,  H,  B,  U 
Compound  W:  M,  Y,  NE 

Colgate  Dental  Cream:  All  areas 

Denim  body  spray:  All  areas 

Germolene:  All  except  A,  B,  E 

Hermesetas  Sprinkle  Sweet:  Ln 
Keystone  XR308:  M 
Paddi  Cosifits:  All  areas 

Scholl  Air-pillo  insoles: 

Lc,  Y,  Sc,  NE,  U,  B 
Sweetex:  All  areas 

Topex:  Ln 
Vosene:  All  areas 

Wella  conditioners:  All  areas 
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We  snuggle 
more  bottoms 
than  any  other 


dispo 


ble 


Snugglers  are  Britain's  biggest  selling  disposable  nappies 
with  more  than  twice  the  brand  share  of  any  other  disposable. 
Naturally  we  give  them  twice  the  support. 
A  massive  £4  million  goes  behind: 
iC  National  TV  and  Press 
it  Promotions  and  Comprehensive 
Sampling. 

Make  sure  you're  well  stocked  up  on 
the  whole  Snugglers'  range.  $|)||gg|gf$ 

Britain's  number  one  disposable  nappy. 


You  know  that  nobody  knows  more  about 
household  freshness  than  Airwick,  the  solid 
market  leaders* 

And  that  they've  packed  all  that  know-how 
into  Airwick  Air  Wand  and  Airwick  Stick  Ups. 

The  only  air  fresheners  of  their  kind 
with  refills. 

Now  with  these  two  great  new  promotions, 
they're  going  to  move  faster  than  ever 

So  refill  your  stocks  with  Air  Wand  and 
Stick  Ups.  And  their  refills. 
The  faster  the  better! 


BEECH  AM  KNOW  HOW  TO  MARKET 
AIRWICK  KNOW-HOW. 


airwick^  ^   


concentrated 

AIR 


Unbeatable 


♦Independent  Research 


39 


M 


\irwick  value 

Pliable 


freshness 


Ysells  faster  if 
people 

don it  have  to  ask 

for  it. 


In  fact  independent  research 
proves  KTsel  Is  over  50%f  aster  when 
it's  on  display. 

Because  women  who  are 
normally  too  embarrassed  to  ask  for 
it  won't  hesitate  to  pick  a  pack  from 
the  self -selection  merchandiser. 

Which  is  why  we've  put  it  in 
convenient  counter  units  of  1  dozen. 

Making  the  product  more 
accessible  to  the  customer,  as  well 
as  more  noticeable. 

And  just  to  make  it 
even  more  noticeable, 


K-Y 

BRAND 

The  safe,  gentle 


we're  continuing  our  highly  success 
ful  consumer  press  campaign  this 
year  I 

K-Y  Jelly  is  not  just  a  unique 
lubricant  but  it's  also  got  the  Johnson 
and  Johnson  name  behind  it. 

(A  name  women  trust  because 
K-Y  is  used  by  doctors  and  surgeon 
throughout  the  country.) 

In  fact  K-Ysales  are  increasing 
all  the  time.  And  now  you  know  how 
to  increase  them  still  further. 

Just  by  displaying  K-YJelly 

K-Y  JELLY 

0  *Trademarkt/Ltd.Slough,19l 
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COUNTERPOINTS 


TABs  rating  endorses  award  Todd 
for  Cosifit  advertisement  fork 


Products  sold  through  C&D  outlets 
and  advertised  on  television  during 
the  period  February  4-March  3  which 
appear  in  the  TABs  (Television 
Advertising  Bureau)  Top  10  are  as 


follows:  — 

Cosifit  nappies  68 

Ovaltine  60 

Peaudouce  nappies  58 

Bovril  57 

Marmite  57 

Andrex  54 

Bayfresh  air  freshener  53 

Lemsip  52 

Johnson's  baby  powder  52 

Chapstick  51 


There  are  several  continuing 
campaigns  in  the  Top  10  but  there  are 
also  two  newcomers,  namely  Bayfresh 
and  Chapstick. 

An  outstanding  commercial  can 
score  about  80,  a  poor  one  25,  with 
50  being  the  usual  average. 

TABs  scores  indicate  the  most 
interesting  campaigns  based  on  the 
scores  of  a  panel  of  3,500  adults  in 
the  London  area  taken  in  the  course 
of  their  normal  evening's  viewing. 
And  it  seems  the  viewing  public  and 
the  advertising  industry  agree  on  what 
comprises  a  good  advertisement. 
In  the  recent  British  television 


Efferdent  extra 


Four  extra  tablets  are  to  be  included  in 
the  36  and  48-tablet  packs  of  Efferdent 
cleansing  tablets,  while  the  24jtablet 
pack  will  contain  two  additional  ones. 
The  offer  is  flashed  in  yellow  on  the 
front  of  the  cartons. 

"Last  year,  the  'free  tablet  offer 
attracted  considerable  interest  from 
both  the  trade  and  the  consumer  and 


advertising  awards  selected  toy  a  jury 
from  the  advertising  world  the  Cosifit 
nappy  campaign  won  an  award  in  the 
toiletry  category.  This  advertisement 
has  featured  in  the  TABs  ratings 
whenever  the  advertisement  has  been 
transmitted. 

Similarly,  Heinz  baby  foods  which 
topped  the  TABs  list  when  it  was 
transmitted  in  November/December 
1980  won  a  BTA  award  in  the  canned, 
frozen  and  dried  food  category. 
Another  winner  in  the  toiletries 
group  was  Bowater  Scott's  "Whoops 
Scotties"  campaign  which  has  also 
featured  in  the  past  two  TABs  Top  10 
listings. 

Other  campaigns  which  have 
recently  appeared  in  the  Top  10  and 
were  amongst  the  short  list  of 
candidates  for  awards  were  Gillette 
Slalom  razor  and  Agfa  and  Olympus 
Trip  camera  commercials. 

Meanwhile  in  this  month's  listing 
Peaudouce  continue  to  compete  with 
Cosifits  nappies  who  are  only  10  points 
ahead.  Bovril  and  Marmite  achieved 
similarly  high  scores  whilst  Andrex, 
Lemsip  and  Johnson's  baby  powder 
are  continuing  to  do  well.  Further 
information  can  be  obtained  from 
TABs  at  18  Maddox  Street,  London 
W1R  9LE.  ■ 


resulted  in  a  notable  upturn  in  sales," 
says  Neil  Wilkinson,  product  manager 
Halls  Hudnut.  Halls  Hudnut,  Chestnut 
Avenue,  Eastleigh  Hants  SOS  4QD.  ■ 


Hygi  pants  for 
the  incontinent 

Undercover  Products  have  introduced 
Hygi  Inconti  pants  for  incontinence 
sufferers.  The  washable  polyester  pants 
incorporate  a  pouch  with  waterproof 
backing  that  holds  a  disposable  pad. 
The  pants  are  in  four  adult  sizes — 
small,  medium,  large,  extra  large 
(white  £3.50  pair;  printed  £3.95) — and 
two  children's  sizes  (white  only  £2.95). 

A  window  sticker  and  showcard 
are  available  and  advertisements  are 
appearing  in  the  nursing  Press. 
Undercover  Products  (.International) 
Ltd,  Queensway  Industrial  Estate, 
Wrexham,  Clwyd.  Distributors 
Cuticura  Laboratories  Ltd,  Clivemont 
Road,  Cordwallis  Trading  Estate, 
Maidenhead,  Berks.  ■ 


Her  knife  and 
set 

Maws  are  aiming  for  the  toddler  market 
with  a  knife  and  fork  training  set 
(£2.50).  Developed  for  two-year-olds 
and  upwards,  the  utensils  have  been 
designed  to  compensate  for  a  young 
child's  poor  co-ordination  and  weak 
finger  muscles.  The  plastic  handles 
have  moulded  "finger-rests"  which 
enable  the  child  to  place  its  forefingers 
in  the  correct  position  and  keep  them 
there  during  cutting. 

The  knife  has  a  stainless  steel  blade 
with  a  rounded  tip  for  safety  and  a 
short  serrated  edge  which  is  sharp 
enough  to  cut  food  without  endangering 
the  user.  The  fork  has  stainless  steel 
prongs,  slightly  flattened  at  the  tip  to 
increase  safety  while  allowing  the  child 
to  pierce  food  easily. 

The  utensils,  say  Maws,  enable  the 
child  to  adjust  easily  to  full-sized  knives 
and  forks  and  provide  a  much-needed 
link  between  the  infants'  "spoon  and 
pusher"  set.  Over  the  next  two  years 
the  company  plans  to  extend  the  Maws 
for  toddlers  range  to  include  other 
utensils  "for  the  young  child's  needs 
which  at  present  are  not  properly 
catered  for." 

Full  colour,  double-page 
advertisements  for  the  baby  range  are 
appearing  in  baby  annuals  and  the 
mother  and  'baby  Press.  A  new  booklet, 
"Now  you're  a  mother,"  gives  advice 
on  the  personal  problems  confronting 
new  mothers  and  includes  a  "contact 
directory"  of  useful  organisations  such 
as  those  able  to  help  the  handicapped. 
Another  leaflet  gives  advice  on 
"Around  the  year  travelling  and 
holidaying  with  an  infant."  Both  are 
available  free  by  sending  stamped 
addressed  envelopes,  measuring  9in  x  7in 
and  5|in  x  8^in  respectively,  to  Maws 
Babycare  Bureau,  Kingston  Road, 
Leatherhead,  Surrey  KT22  7JZ.  ■ 


Herb  bath  crystals 


Bronnley  have  added  feather  bath 
crystals  to  their  Victorian  herb  range. 
The  425g  glass  jars  are  available  in 
forget-me-not,  elderflower,  mallow  and 
marigold  at  £4.90. 

The  bath  crystals  are  extremely 
finely  ground  and  dissolve  quickly  to 
soften  bath  water.  Their  herbal 
extracts  Bronnley  claim,  moisturise 
and  refresh  the  skin.  H.  Bronnley  & 
Co  Ltd,  10  Conduit  Street,  London 
W1R  0BR.  ■ 
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COUNTERPOINTS 


Reducing  plan  and  Siberian 
ginseng  from  New  Era 


Hofels  Pure  Foods  Ltd  are  launching 
a  reducing  plan  consisting  of  a  course 
of  vitamins,  minerals  and  herbal  tablets 
to  ensure  the  body  receives  all  that  is 
necessary  to  keep  it  in  good  health 
while  dieting. 

The  product  is  not  a  meal 
replacement,  they  say,  but  is  a 
balanced  and  natural  plan  to  losing 
weight  and  maintaining  the  weight 
loss  with  minimum  requirement  for 
self-control.  Distributed  by  New  Era, 
it  is  available  in  two  sizes — the  two 
week  programme  (£0.98)  and  the 
50  day  programme  (£2.60).  A  booklet, 
advising  the  consumer  of  sensible  diets 
which  are  practical,  convenient  and 
easy  to  maintain,  is  included. 

New  Era  are  also  distributing 
Siberian  ginseng  tablets  for  Speciality 
Supplements  of  Surrey.  Each  tablet 


contains  600mg  ginseng  and  they  are 
packed  in  bottles  of  100  (£5.25). 
New  Era  Laboratories  Ltd,  39  Wales 
Farm  Road,  Acton,  London 
W3  6XH.  ■ 


Tennis  elbow  splint 
through  pharmacies 

Medisport  Developments  are  making 
their  Medisplint  for  "tennis  elbow" 
available  through  pharmacies.  The 
device  (£9.75)  consists  of  two  cuffs 
separated  by  a  splint  which  is 
strapped  to  the  inside  of  the  forearm. 
It  acts  by  reducing  rotation  of  the 
forearm,  supporting  the  muscles  under 
stress  below  the  elbow  and  absorbing 
much  of  the  concussion  on  the 
forearm  bones. 

The  company  offers  the  guarantee 
"you  play  without  pain  or  we  will 
refund  your  money,"  if  the  item  is 
sent  back  within  14  days.  A  dispenser 
of  two  extra  small,  three  small,  three 
medium  and  two  large  Medisplints 
(£56.50  trade)  is  available. 

Mark  Cox  is  helping  with  the 
marketing  which  includes  advertising 
in  the  sporting  Press  and  making  the 
product  known  to  industry,  medical 
officers  and  physiotherapists.  Medisport 
Developments,  Haslemere  Heathrow 
Estate,  The  Parkway,  Hounslow 
TW4  6NE.  ■ 

Sports  car  prize 

A  TR7  sports  car  is  first  prize  in 
Listermint  antiseptic  mouthwash's 
"Celebrity  Sloosh"  competition. 
Currently  being  promoted  on  neck- 
tags  on  both  the  220ml  and  400  ml 


bottles  backed  by  POS  material  the 
competition  features  photographs  of 
the  mouths  of  four  celebrities  who  are 
doing  the  Listermint  "sloosh"  whom 
contestants  have  to  identify  with  the 
help  of  clues  provided.  There  is  also  a 
tie-breaker. 

Second  prize  is  a  two-week  holiday 
for  two  in  the  Bahamas,  and  there  are 
1,000  hand  towels  for  the  runners-up. 

Entrants  have  to  enclose  one  400ml 
Listermint  label  or  two  220ml  labels. 
Closing  date  for  the  contest  is  October 
31.  Halls  Hudnut,  Chestnut  Avenue, 
Eastleigh,  Hants  SOS  32Q.  ■ 

Tantalizing  Almay 

Tantalizers  are  a  dramatic  new 
collection  of  colours  for  eyes,  cheeks, 
lips  and  nails  ranging  from  gleaming 
gold  to  the  nuttiest  brown,  say  Almay, 
echoing  the  fashion  trend  for  warm, 
earthy  shades. 

In  shadow  n'light  eye  shadows,  the 
shades  are  tempting  topaz  and 
bewitching  bronze.  Dewy  amber  is 
the  colour  for  dewy  blusher.  Rich 
creme  lipsticks  feature  intrigue  and 
wildfire  and  the  rich  creme  nail 
enamels  firefly  and  spellbound. 

Almay  say  Tantalizers  have  been 
formulated  to  minimise  the  risk  of  an 
adverse  reaction  to  any  ingredient 
and  will  be  available  at  larger  Boots 
branches,  leading  department  stores 
and  selected  chemists  from  mid-May 
1981.  Almay  (London,  New  York),  225 
Bath  Road,  Slough,  Berks  SL1  4AU.  ■ 


Shepherd's  Heath 
guest  soaps 

Shepherd's  Heath  are  to  add  two  new 
lines  to  their  range  of  English  Country 
Bath  Pleasures.  These  are  a  box  of 
twelve  guest  soaps,  in  assorted 
fragrances  and  a  pot-pourri.  The  guest 
soaps  (33gm,  £4.45),  coming  in  peach, 
apricot  and  cream  shades,  are  available 
in  honeysuckle,  tea  rose  and  linden 
blossom  fragrances  with  a  ribbon- 
trimmed  presentation  box  in  the 
Shepherd's  Heath  floral  design. 
Each  box  holds  four  of  each  fragrance. 

With  the  introduction  of  the  new 
English  pot-pourri,  Shepherd's  Heath 
say  they  are  fulfilling  a  widespread 
demand  for  a  room  fragrance  to  match 
the  Bath  Pleasures  range.  Comprising 
"a  colourful  mixture  of  whole 
flowers,  petals  and  leaves,"  the 
pot-pourri  is  available  in  the 
Shepherd's  Heath  drum  (£2.85). 

The  range  of  Shepherd's  Heath 
ceramic  ware  is  also  to  be  increased  to 
include  two  decorative  soap  dishes, 
one  shell-shaped  (£6.50)  and  one  with 
a  lid  (£4.95),  a  wall-mounting  soap  and 
toothbrush  holder  (£8.50),  an 
apothecary  jar  (£7.50)  and  a  bathroom 
tumbler  (£2.75).  For  plant-lovers,  the 
range  is  completed  with  a  cache  pot, 
(£14.00).  Colson  &  Kay  Ltd, 
Shentonfield  Road,  Manchester 
M22  4RW.  ■ 


ALGIPAN 

Sato  «ht 


An  Algipan  mini-merchandiser  for 
counter  use,  along  with  a  display  sticker 
are  now  available  from  Wyeth 
representatives.  Wyeth  Laboratories, 
Huntercom'be  Lane,  South,  Talpl'ow, 
Maidenhead,  Berks 
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The  word  is  that  Amplex  is  now 
the  fastest  growing  brand  in  the 
highly  competitive  roll-on  deodorant 
market. 

Sales  volume  is  up  44%  in  only- 
two  years. 

The  reasons  for  our  success? 
Top  quality.  Four  fra- 
grances (Original,  Musk, 
Herbal  and  new  Fresh). 
Profitable  margins  and 
a  very  competitive  sell- 
ing price  you  and  your 
customers  can't  afford 
to  ignore. 
Look  out 
■.Xalso  for  Double 
T?mplex  fresh  breath 
capsules.  Part  of 
the  expanding  oral 
hygiene  market. 
But  they're  portable. 


sk  your  Ashe  representative  for  details,  or  contact  J.  C.  Brooke,  General  Sales  Manager, 

Ashe  Laboratories  Ltd.,  Leatherhead,  Surrey  KT22  7JZ. 


MPLEX  BUILDS  BUSINES 


mo VALUE 


NEWS  ABOUT  SURKAX! 


NCW^Hard-h  itting  consumer  press 
campaign.  High  frequency  advertisements  in 
Sunday  People,      My  Weekly, 
Daily  Mirror,         TV  Times. 
Woman's  Weekly, 


NCV^BIG  BONUS  TERMS - 
ask  yourThomas  Guest  rep. 
for  full  details. 

New  impactful  point-of-sale 

dispenser  available  soon  from  your 
Thomas  Guest  rep.,  or  direct. 


SURE-LAX 

the  fruit-flavoured  laxative  that  gives  sure  relief  from  constipation 

 Sure  Shield 

Family  medicines  from  Thomas  Guest 

Thos.  Guest  &  Co.  Ltd.,  92  Carruthers  Street,  Ancoats,  Manchester,  M4  7HX 
24  hour  telephone  service:  061-205  2975  and  061-205  8998 


PHOTOGRAPHIC 


C&D  review:  'instants'  —  a 
compromise  on  quality? 


This  is  a  first  for  C&D  in  that  we  have 
never  before  reviewed  an  "instant 
camera",  but  with  the  introduction 
of  Polaroid's  Button  a  few  months 
back — at  rock  bottom  prices — and 
their  growing  popularity,  the  time 
would  seem  to  be  ripe. 

There  can  be  little  doubt  about 
the  scientific  and  technical 
achievements  of  instant-picture 
processes — first  the  earlier  Polaroid 
system  and  then  the  Kodak  one 
which  followed.  However,  we  have 
always  had  some  reservations  about 
instant  cameras  as  they  did  not 
seem  to  match  up  to  the  sensitive 
material. 

The  Button,  (C&D,  February  28, 
p383)  is  a  case  in  point.  It  appears  to 
be  a  less  expensive  model  of  the 
"1000"  and  resembles  the  latter 
generally,  and  uses  the  SX-70  type 
film  pack  with  incorporated  battery 
power.  Tests  were  made  outdoors, 
with  fair  sunlight,  and  indoors  with 
the  specified  flash-bar  (expendable 
flash).  Although  the  results  were 
acceptable  overall  there  were 
differences  between  pictures  from  two 
different  packs  of  film. 


The  second  pack  needed  the 
control  to  be  set  one  division 
"lighter" — not  a  difficult  decision  to 
make,  but  one  which  costs  a 
minimum  of  50p  (the  price  of  the 
"experimental"  shot).  Colour 
rendering  again  was  acceptable 
although  some  exterior  scenes  showed 
a  slight  blue  cast.  In  some  tests  a 
"grey-scale"  was  included  and  this 
was  well  rendered. 

As  far  as  picture  detail  was 
concerned,  this  was  similar  to  that 
obtained  from  a  good  quality  110 
format  camera  on  colour 
enlargements  of  comparable  size. 
But,  of  course,  with  the  Polaroid 
system  the  print  is  immediately 
available.  In  case  it  may  be 
suspected  that  camera  movement  may 
have  contributed  to  lack  of 
sharpness,  it  should  be  pointed  out 
that  exposures  in  the  C&D  series  of 
camera  tests  are  always  made  using  a 
tripod,  whether  or  not  a  tripod-bush 
is  provided  in  the  camera.  This  is 
done  in  order  to  remove  a  variable 
human  factor  in  testing. 

For  the  first  time  in  many  years 
pin-cushion  distortion  was  noticed, 


this  is  now  so  rare  that  it  usually  only 
mentioned  in  older  text-books.  It 
was  quite  marked  in  pictures  at  4  to  6 
feet  from  the  camera,  but  less  so  at 
greater  distances.  This  fault  may  not 
however,  be  of  practical  importance 
because  most  pictures  at  close 
distances  will  be  of  heads,  or  heads- 
and-shoulders. 

Although  this  report  may  be  less 
than  enthusiastic,  it  is  more  than 
likely  that  large  numbers  of  the 
camera,  and  of  film-packs  to  fit  it, 
will  be  sold — most  people  will  be 
happy  with  the  results  unless  they 
have  others  with  which  to  compare 
them.  The  customer  is,  after  all, 
likely  to  be  a  "snapshotter"  to  whom 
instant  results  are  the  attraction, 
rather  than  the  quality  of  the  prints. 

Polaroid  are  certainly  confident  of 
success  with  their  latest  budget  model, 
and  indeed  recently  announced  that 
the  Spring  sell-in  had  been  so  good 
that  they  had  decided  to  bring 
forward  the  consumer  advertising 
campaign  to  support  trade  reaction. 

The  Button  retails  at  around  £15, 
weighs  420g  and  is  sized 
14 x  10.5  x  9cm.  ■ 


Halina's  stage  two 
of  new  generation 

Halina's  MW35E  is  now  available  in 
UK  and  marks  the  second  stage  of 
the  "new  generation"  Halina  cameras. 

The  following  features  are 
incorporated:  motor  drive,  automatic 
rewind,  automatic  exposure  and 
automatic  flash  control. 

Distances  are  indicated  in  feet/ 
metres  and  by  zone  symbols.  Viewfinder 
information  includes  the  relevant 
zone  symbol  which  can  be  checked 
through  the  built-in  checking  window. 


There  are  parallel  correction  marks 
to  enable  the  user  to  obtain  correct 
composition  and  LED  warning  signals 
for  poor  light  warning. 

The  lens  is  an  f/4  38mm  coated 
glass  triplet  and  shutter  speed  is 
l/125sec.  J.  J.  Silber  Ltd,  Engineers 
Way,  Wembley,  Middlesex  HA9 
0EA.  ■ 

Agfa  go  downmarket 
with  pocket  flash 

Agfa-Gevaert  have  introduced  a 
pocket  camera,  with  built-in  electronic 
flashgun,  aimed  at  the  lower  end  of 
the  market.  The  Agfamatic  2000  brings 
the  company's  range  of  small  built-in 
flash  models  up  to  three  and  is 
expected  to  sell  at  around  £20. 

The  model  has  the  "exclusive  Agfa 
Repitomatic"  film  transport  and 
Sensor  release,  a  colour  Agnar 
f/9.5/26mm  lens,  three  shutter  speeds 
of  1/100,  1/180,  1/300,  fixed  focusing 
and  two  weather  systems. 

The  built-in  electronic  flash  is 
powered  by  two  1.5v  AAA  batteries 
and  has  a  range  of  13ft  with  400  ASA 


film.  When  the  camera  is  closed  after 
use  the  flash  automatically  switches 
off.  Agfa-Gevaert  Ltd,  27  Great 
West  Road,  Brentford,  Middx.  ■ 


Ilford  awards  

Ilford  have  announced  that  the 
Ilford  Photographic  Awards  will  be 
held  again  this  year,  and  recognition 
will  continue  to  be  given  to  photo- 
printers  by  allocating  half  the  total 
prize  money— £10,000  in  1980— to  the 
printers  of  the  award-winning  entries 
and  presenting  trophies  to  the 
"Printer  of  the  Year"  and  the 
"Young  Printer  of  1981"  as  well  as 
the  "Photographer  of  the  Year". 
Full  details  are  expected  in  the  near 
future.  ■ 
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New  Kodak  system  simplifies 
colour  printing  for  amateurs 


Amateur  photographers  will  be  able  to 
make  colour  prints  from  negatives 
and  slides  in  minutes.  That  is  the  claim 
being  made  for  a  new  Kodak  single- 
solution  system  to  be  launched  in  the 
USA  this  autumn  and  in  the  UK  next 
year. 

The  Kodak  Ektaflex  PCT  (photo 
colour  transfer)  system  will,  it  is  said, 
allow  amateurs  to  make  colour  prints 
without  having  to  mix  chemicals,  or 
carefully  control  and  monitor 
processing  time  and  temperature.  The 
printmaker  delivers  a  finished  print, 
with  fully  saturated  colours,  in  six  to 
15  minutes,  depending  on  room 
temperature. 


transparencies  onto  PCT  reversal 
film,  in  an  enlarger  in  the  conventional 
manner.  The  film  is  then  laminated  to 
a  sheet  of  PCT  paper  after  the  film 
has  been  soaked  in  activator,  contained 
in  the  printmaker.  This  single  solution 
is  used  with  both  the  negative  and 
reversal  films. 


Principles  used 


The  system  is  based  upon  the 
principles  used  in  Kodak's  instant 
colour  film  and  comprises  five  Ektaflex 
products.  The  printmaker  model  8, 
allows  processing  of  prints  up  to 
8xl0in.  Negatives  are  exposed  onto 
sheets  of  PCT  negative  film,  and 


Colodrul 

cream  or  lotion  \# 


The  films  will  be  available  in  5x7in 
and  8xl0in  sizes.  Equivalent  paper 
sizes  will  be  slightly  larger  to  assist 
in  the  lamination  and  peeling 
operations. 

Making  a  print  consists  of  four 
steps  and  glow-in-the-dark  numbers 
guide  the  user. 

The  first  step  takes  place  in  the 
darkroom  with  the  lights  on.  The 
PCT  paper  sheet  is  placed  on  the  top 
surface  of  the  printmaker.  The  lights 
are  then  turned  off  and  the  usual 
enlarger  exposure  is  made  onto  the 
PCT  film.  After  exposure,  the  user 
loads  the  film  sheet  onto  the 
printmaker  ramp,  from  which  it  is 
inserted  into  the  activator  solution. 

The  film  is  then  soaked  in  the 
activator  for  about  20  seconds,  after 
which  the  user  laminates  the  film  and 
paper  together,  by  turning  a  handle 
on  the  printmaker,  producing  a 
film/paper  "sandwich".  At  this  time, 
the  room  lights  can  be  turned  on. 
Six-15  minutes  later,  the  film  is  peeled 
from  the  paper.  No  print  washing  is 
necessary. 

The  resulting  print  is  said  to  be 
comparable  in  quality  with  those 
produced  on  Kodak  Ektacolour  and 
Ektachrome  paper.  Kodak  Ltd,  Hemel 
Hempstead,  Herts  HP  I  1JU.  ■ 


Colodryl  for  sunburn 

o  most  worthwhile  recommendation 

Caladryl  is  a  product  you  can  recommend  with  confidence  for  the 
pain  and  irritation  of  sunburn.  Caladryl's  unique  formulation  ensures 
soothing  relief  and  is  available  as  both  lotion  and  cream. 
An  effective  treatment  for  your  customers  and  a  profitable 
professional  product  for  the  Pharmacy. 

part  of  the  Warner-Lambert  Group, 
good  products  for  you  and  your  customers 


Active  Ingredients 

Calamine  USP 

Diphenhydramine  Hydrochloride  BP 
Camphor  BP 

"Trade  mark  R81058 


Product  Licence  Holder 

Paf ke-Oavis  and  Company, 
Usk  Road.Pontypool.Gwent  NP4  OYH 
Further  information  and  data  sheets 
are  available  on  request 


■l  .mam 

■  W 
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No  matter  what  price  marker  you  use, 
it  eats  into  your  profits. 

Though  obviously,  some  systems  are 
more  pricey  than  others. 

Either  they  print  illegibly  and  result  in 
expensive  guesses.  Or  they  use  unnecessarily 
large  labels.  Or  they  are  unreliable  or  so  heavy 
they  wear  you  down . 

Pitfalls  that  are  avoided  by  Pitney  Bowes 
labellers. 

They  print  large,  clear  characters  on 
optimum  size  labels.  They  are  rugged  and 
reliable,  yet  surprisingly  light  and  fast  to 
operate.  And  they're  all  backed  up  with  a  two 
year  warranty. 

Finally,  we  have  the  right  labeller  for  the 
right  job,  be  it  simple  price  marking  or  a 
complex  coding  operation. 

So  if  you  want  to  cut  your  overheads,  cut 
out  the  coupon  and  compare  our  quote  with 
your  present  costs. 


To  Pitney  Bowes  Marking  Systems  Ltd. 
Horsecroft  Road,  The  Pinnacles,  Harlow,  Essex  CM19  5BH. 

I  would  like  further  information  on  how  I  can  reduce  my 
price  marking  costs. 


Name  

Address 


d  Pitney  Bowes 

Marking  Systems 


The  mark  of  reliability 


CD9/5 
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Im  strong  new 
advertising  campaign 
is  encouraging  your 
customers  to  ask 


for  SE  ATONE 


Will  the  sales 
and  profits 


McFarlane  SEATONE  is  the  first  and  original  New 
Zealand  Green-Lipped  Mussel  Extract  marketed  in 
England. 

It  consistently  outsells  all  other  brands. 
It's  a  product  you  can  sell  with  complete  confidence. 

^m*;*!*.  It's  supported  by  a  full  selection  of  sales  aids  - 


W.^^^^.  V^V^^  ^^^^^^  lcu  uy  a  iuii  aeicv.Liui  i  ui  sail 

1^^^  ^vil   Mm   I  N  ^^fc  r  'nc'uding  window  bills  and  streamers 

m\  ^L^^L/  llw  •    display  outers  .  .  .  counters  and  shelf  ( 


BfeEARLANE 


IM.V/  •    display  outers  . . .  counters  and  shelf  displays 
. . .  large  showcards . . .  leaflets . . .  mobiles . . .  shelf  wobblers 
. . .  even  specially-lacquered  New  Zealand  Green-Lipped 
Mussel  shells  to  attract  curiosity. 

Now  it's  also  supported  by  a  strong,  persuasive, 
continuing  advertising  campaign  in  publications  such  as 
Choice,  Grace,  Healthy  Living,  Here's  Health,  The  Lady, 
Prevention,  She  and  Yoga  Today. 

Can  you  think  of  any  reason  why  your  store  shouldn't 
be  among  those  who  profit  from  all  this? 


SEATONE 


McFarlane  Laboratories  (UK)  Ltd. 

llth  Floor,  New  Zealand  House, 
Haymarket,  London  SW1Y  4TE,  England. 
Telephone:  01-930  8028 
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SETTLEMENT  TERMS 

2.5%  discount  for  cash  with  order 
or  payment  within  7  days 
of  receipt  of  invoice. 


QUANTITY  DISCOUNT* 

10%  off  Orders  £100  and  over 
'Quantity  discount  is  not  available 
on  Bonus  Offers. 


ACCOUNTS 
30  days  nett. 


MAKE  MAXIMUM  USE  OF  SETTLEMENT  TERMS  AND  QUANTITY  DISCOUNT 


PRODUCT 


LIST  PACK 


LIST  PRICE/ PACK 


QUANTITY 
REQUIRED 


ASCORBIC  ACID 
TABLETS  bp 


100  MG 
200  MG 
500  MG 


100 
100 
100 


£0.45 
£0.75 
£1.45 


x  100 
x  100 
x  100 


ASPIRIN 
TABLETS  bp 


300  MG 


25  x  Idz 
100  x 1dz 


£1.20  per  dz 
£2.20  per  dz 


x  1dz 
x  1dz 


PARACETAMOL 
TABLETS  bp 


500  MG 


25  x  1dz 
50  x  1dz 
100  x 1dz 
1000 
5000 


£1.96  per  dz 
£2.95  per  dz 
£4.80  per  dz 
£3.50 
£16.95 


x  1dz 
x  1dz 
x  1dz 
x  1000 
x  5000 


FERROUS 
GLUCONATE 
TABLETS  bp 


300MG 


100 
1000 
5000 


£0.30 
£2.25 
£11.00 


x  100 
x  1000 
x  5000 


ZINC  AND 
CASTOR  OIL 


NEW 
RANGE 


100  GMS 
250  GMS 
500  GMS 


10 
10 
1 


£2.90 
£5  70 
£1.30 


x  10 
x  10 

x  1 


CREAM  BP 


BUY  ONE  —  GET  ONE  FREE 


FOR  ITEMS  PRINTED  IN  RED 


LORAZEPAM  TABLETS 

1  MG  &  2  MG  STRENGTHS  WILL  BE  AVAILABLE  IN  THE  NEXT  FEW  WEEKS 


QUANTITY 

PRODUCT 

PACK 

LIST  PRICE  PACK 

REQUIRED 

ACETAZOLAMIDE  TABLETS  BP 

250  MG 

50 

£1.10 

x  50 

500 

£8.25 

x  500 

AMITRIPTYLINE  TABLETS  BP 

10  MG 

1000 

£4.90 

x  1000 

25  MG 

1000 

£9.50 

x  1000 

AMPICILLIN  CAPSULES  BP 

250  MG 

500 

£15.00 

x  500 

500  MG 

250 

£15.00 

x  250 

500 

£30.00 

x  500 

AMINOPHYLLINE  TABLETS  BP 

100  MG 

500 

£1  50 

x  500 

ASPIRIN  Er  CODEINE  TABLETS  BP 

25 

£0.33 

x  25 

50 

£0.52 

x  50 

 1QQ  

 £tL92  

 Yi    1QQ  , 

BENDROFLUAZIDE  TABLETS  BP 

2.5  MG 

100 

£0.35 

x  100 

1000 

£3.00 

x  1000 

5  MG 

100 

£0.45 

x  100 

1000 

£4.25 

x  1000 

BENZHEXOL  TABLETS  BP 

2  MG 

100 

£0.60 

x  100 

1000 

£5.45 

x  1000 

5  MG 

100 

£1.20 

 £10.95  

x  100 

CHLORPHENIRAMINE  TABLETS  BP 

4  MG 

— *S?  

£0.20 

*  1G00-, 

x  50 

500 

£1.85 

x  500 

CH  LOR  PROMAZINE  TABLETS  BP 

25  MG 

500 

£1.45 

x  500 

50  MG 

500 

£2.70 

x  500 

100  MG 

500 

£4.40 

x  500 

CHLORPROPAMIDE  TABLETS  BP 

100  MG 

250 

£3.00 

x  2oo 

250  MG 

500 

£11.00 

x  500 

CODEINE  PHOSPHATE  TABLETS  BP 

15  MG 

100 

£1.50 

x  100 

250 

£3.75 

x  250 

5C3 

£7.50 

x  500 

CODEINE  PHOSPHATE  TABLETS  BP 

30  MG 

100 

£2.60 

x  100 

250 

£6.50 

x  250 

500 

£12.50 

x  500 

1000 

£24.80 

x  1000 

CODEINE  PHOSPHATE  TABLETS  BP 

60  MG 

100 

£5.20 

x  100 

QUANTITY 


PRODUCT 

PACK 

LIST  PRICE  PACK 

REQUIRED 

DIAZEPAM  TABLETS  BP 

2  MG 

RAO 

L  I  .  lO 

x  OUU 

1000 

f"?  RO 

X  IUUU 

5  MG 

RftO 

P9  9R 

w  Knn 
X  OUU 

1000 

£4.50 

x  1000 

10  MG 

500 

£4.00 

x  500 

FOLIC  ACID  TABLETS  BP 

5  MG 

1000 

£2.50 

x  1000 

FRUSEMIDE  TABLETS  BP 

20  MG 

1000 

£11.50 

x  1000 

40  MG 

1000 

£14.00 

x  1000 

HALOPERIDOL  TABLETS  BP 

0.5  MG 

1  Dfl 

f  1  1R 
L  I  .  I  O 

i  n  n 
x  iuu 

1 000 

f  10  70 

L  1  U.  /U 

X  IUUU 

1  R  MG 

1  .  U  IVI  \J 

ino 

I  UU 

n  qr 

L  I  .30 

v    1  nn 
X  IUU 

10OD 
i  \J\J\J 

rio  cn 
L  lo.OU 

X  IUUU 

R  MR 

100 

I  UU 

PR  1  R 

«    1  nn 
X  IUU 

1000 

1  \AJ\J 

f  RO  7R 
LOU.  /O 

v  1  nnn 
X  IUUU 

10  MG 

100 

£10.00 

x  100 

1000 

£99.50 

x  1000 

HYDROCHLOROTHIAZIDE  TABLETS  BP 

25  MG 

1000 

£3.40 

x  1000 

IMIPRAMINE  TABLETS  BP 

25  MG 

1000 

£3.00 

x  1000 

5000 

£13.50 

x  5000 

I  INDOMETHACIN  CAPSULES  BP 

25  MG 

500 

£14.40 

x  500 

I 

50  MG 

100 

£5.50 

x  100 

METHYLDOPA  TABLETS  BP 

250  MG 

1 000 

£27.50 

x  1000 

500  MG 

500 

1  ?  7  5( 

x  500 

METRONIDAZOLE  TABLETS  BP 

200  MG 

21 

£0.65 

x  21 

250 

£6.50 

x  250 

NICOTINAMIDE  TABLETS  BP 

50  MG 

1000 

£2.40 

x  1000 

NICOTINIC  ACID  TABLETS  BP 

50  MG 

1000 

£2.40 

x  1000 

|  NITRAZEPAM  TABLETS  BP 

5  MC 

500 

£3.95 

x   500  | 

OXYTETRACYCLINE  TABLETS  BP 

250  MG 

1000 

£8.70 

x  1000 

PENICILLIN  V-K  TABLETS  BP 

250  MG 

1000 

£12.50 

x  1000 

PHENYLBUTAZONE  TABLETS  BP 

100  MG 

1000 

£3.00 

x  1000 

200  MG 

1000 

£4.75 

x  1000 

PREDNISOLONE  TABLETS  BP 

5  MG 

500 

£2.75 

x  500 

PREDNISONE  TABLETS  BP 

5  MG 

500 

£2.75 

x  500 

PROMETHAZINE  HCL  TABLETS  BP 

25  MG 

1000 

£3.50 

x  1000 

PROPANTHELINE  TABLETS  BP 

15  MG 

1000 

£3.90 

x  1000 

PRHPDA  MOI  HI    TARI  PTQ  PP 
rnUrnAIMULUL  1  MDLt  1  o  or 

in  Mfi 
IU  IVI  Lj 

Ron 

OUU 

f  R  HR 
LO.OO 

v  ROO 
X  OUU 

1OO0 

I  UVAJ 

f  07  QC 

i  inon 

X    1 UVAJ 

80  MG 

500 

£21.06 

x  500 

160  MG 

100 

£8.42 

x  100 

HI  IIMiniMP  Ql  II  PWATP  TARI  FTQ  RP 

900  min 

ZUU  IVIO 

100 
I  uu 

P4  HR 

L4.0J 

y  100 

A        1  UU 

250 

£11.90 

x  250 

500 

£23.65 

x  500 

QUININE  BISULPHATE  TABLETS  BP 

300  MG 

500 

£22.00 

x  500 

QUININE  SULPHATE  TABLETS  BP 

300  MG 

500 

£22.00 

x  500 

TETRACYCLINE  TABLETS  BP 

j  TOLBTjfAM!0|jrA8i  ;7S  BP 


250  MG 


1000 


£9.35 


x  1000 
x   500  | 


500  MG 


500 


£6.00 


EMPTY,  HARD  2  PIECE  GELATIN  CAPSULES 


Size 

Price  per  100 

Price  per  1000 

Price  per  1,000  for  Orders  over  5,000 

000 

£2.50 

£17.00 

£15.00 

00 

£2.00 

£16.00 

£14.00 

0 

£1.00 

£5.50 

£5.00 

1 

£0.95 

£5.00 

£4.50 

2 

£0.90 

£4.50 

£4.00 

3 

£0.85 

£4.00 

£3.50 

4 

£0.80 

£3.75 

£3.30 

5 

£0.75 

£3.50 

£3.00 

Name  _ 
Address 


Signature 
Date   


Orders  under  £10  are  charged  75p  post  &  packing 


PLEASE  USE  STAMP  OR  LABEL  TO  SHOW  NAME  AND  ADDRESS  CLEARLY  AND  SIGN  ORDER 


mO  STAMP  REQUIRED 


FREE  POST 


M.  A.  (Steinhard  Limited 

FREE  POST,  LONDON  NW10  17A.      Tel:  01-965  0194  Telex:  8952939 


Halina  Motorised  RBMT. 
Halina  RBT. 
Halina  STB. 
Halina  SB. 
Halina  Auto-Flip. 
Halina  Motor-wind  MW35E 
Halina  Autoflash  35. 
Halina  Flash  300. 


Halina  Sunershooters.  Halina  35's 


A  BIG  DEAL 

FOR YOU 


4 


Be  a  Halina  dealer,  and  you'll  be  handling  one  of  the  UK's 
)iggest  selling  ranges  of  cameras. 

Be  a  Halina  dealer,  and  you'll  be  dealing  with  J.  J.  Silber,  one 
)f  the  largest  and  most  experienced  photographic  distributors 
iround. 

Be  a  Halina  dealer,  and  you'll  get  all  the  back-up  and  service 
'ou  need  -  including  the  help  of  a  nationwide  sales  force. 

Best  of  all,  you'll  be  stocking  a  product  which  is  a  sure-fire 
iuccess-and  taking  advantage  of  some  very  special  deals. 
Special  prices,  and  terrific  margins. 

Special  bonuses  for 
quantity  sales. 

And  some  Very  special 
introductory  incentives  if 
you're  not  already  a 
Halina  dealer. 

So  the  sooner 
you  get  in  contact  with 
J.  J.  Silber,  the  sooner  you 
can  be  a  Halina 
big  dealer  +  & 


ABK 


Camera  Talk 


The  Halina  molorised 
RBMT  Motordriven 
film  advance,  with 
w«Je  angle  and 
telephoto  (ens 
BuirHn  flash  Sahn- 
chrome  finish  Retractable. 

,00 Oft  LESS 

The  Halina  RBT 
With  normal  and 
tefephoto  lens 
Buiflnn  flash 
'Satin-chrome  finish 
Retractable 

Oil ESS 

The  Halina  STB 
With  normal  and 
telephoto  lens. 
Built -in  Hash 


.00  ov>  LESS 


The  Halina  AjtoTlip  Folding  grip 

£6.00  OB  LESS 

All  camefas  take  100  and 
400  ASA  film. 


you  choose  you 
'quality  snaps  - 


At  prices  that  start  as  low  as  £6,  whichever  one 

everyone  can  afford  a  Halina  110  can  be  sure  of  sup! 

Supershooter  camera  -and  there's  bound  crisp,  sharp  and  Irfeltfi 
to  be  one  to  suit  you  Call  in  at  your  photo  dealer  and  take  a 

They're  simple  to  use  cartridge  loading  look  at  the  whole  range  of  great  35  mm  and 

cameras  packed  with  exciting  features,  and  110  Halina  Cameras. 

Halina  Supershooters. 

J  J  Silber  Ltd.  Sole  Distributor,  Engineers  Way,  Wembley,  Middx  HA9  OEA  Tel  01-903  8081 


The  trickiest  part  of  usini 

Halina  35's. 


It  you  can  foad  a  film,  you  can  lahegreat  pictures -Halina  ic. i ' 
are  (hat  easy  to  use. 

And  rf  you  choose  the  MW3SE  with  built  in  motor  drive. « 
the  loading  looks  after  itself  it  s  automatic  Film  advance  is  automatic  t(| 
and  there's  even  automatic  lilm  rewind. 

All  Halina  35'scomewith  a  carrying  case,  built m  flash,  simp! 
yet  tool  proof  locusmg.  and  an  ultra  sharp  3  or  4  element  coated  lens  l(T 
perfect  results  every  lime 

And  at  prices  thai  start  as  lowasan  amazing  £20.  you'dbej 
right  m  thinking  that  Halina  35's  represent  unbeatable  value  for  money  ■ 

Call  in  at  your  dealer  soon  and  see  them  for  yourself. 


"    £40.oo . 

The  easy  part 


£30.oo. »  .rr-"'" £20.00.,: 
J  J  SlltKr  Ltd.  Sole  Distributor,  Engineers  Way,  Wembley,  Middx.  HA9  OEA.  Tel:  01-903  8(1 


Halina  Si 


DEAL  FOR  THEM 


I 

Family  Favourites  SnOD  Album 

^^^^^^^^^  \.  I  hf  Hdl.ru  motorised  ^^^m  ■  L^V     ■^■■HV  ^■^P  H  A«i 

■  ^-^^I^^^^J^A  R6MT  Molo.     r  ■  ■  "W™«W     ™  ■  ■  ■ 

^^^k  ^--^^^^^fl^^BB^^^^^*    ^^^^^^^ 1  wit^ 


The  Halina  molorised 
RBMT  Motofd  riven 
dim  advance,  with 
wide  angle  and 
lelephoto  lens 
Built-in  flash  Satin 
chrome  finish  Retractable 

on  LESS 


All  cameras  take  100  and 
400  ASA  film 


that  start  as  lot 
ordaHahna  110 
imera  -and  there's  bound 
you. 


whichever  one 
can  be  sure  of  si? 
crisp,  sharp  and  lifi 

Call  in  at  yourl^WTo  dealer  and  take  a 


you  choose  you 
quality  snaps- 


First 
tooth 


imple  to  use  cartridge  loading  look  at  the  whole  range  of  great  35  mm  and 
with  exciting  features,  and       110  Halina  Cameras 


All  cameras  take  100  and 
400  ASA  film 


At  pru  es  that  start  as  low  as  £6.  whn  hevei  one    "^^^^^  v>iu  <  hoose  you 

everyone  can  afford  a  Halina  110  can  be  sure  of  super^^^  quality  snaps  - 

Supershooter  camera  -and  there's  bound  crisp,  sharp  and  lifelike, 
to  beone  to  suit  you  Call  in  at  your  photo  dealer  and  take  a 

They're  simple  to  use  cartridge  loading  look  at  the  whole  range  of  great  35  mm  and 


The  Halina  Rl 
With  normal  ant 
lelephoto  lens 
Built  in  Hash 
Satin-chrome  Imish 
Retractable 


The  Halina  mot  onset 
RBMT  Motordrrve* 
him  advance,  wrtr 
wide  angle  anc 
teiepholo  lens 
Built-in  Hash  Satin 
chrome  Imish  Retractable, 


At  prices  that  start  as  low  as  £6,  every 
one  can  afford  a  Halina  110  Supershooter 
camera  -  and  there's  bound  to  be  one  to  suit  you 


lOOoRLESS 

Alt  cameras  take  100  and  400  ASA  film, 

whichever  one  you  choose  you  can  be  sure  of 
super  quality  snaps  -  crisp,  sharp  and  lifelike 
Call  in  at  your  photo  dealer  and  take 


cameras  packed  with  exciting  features,  and 


110  Halina  Cameras 


They're  simple  to  use  cartridge  loading      a  look  at  the  whole  range  ot  great  35  mm  anc 


cameras  packed  with  exerting  features,  and 


110  Halina  Cameras 


na  Supershooters.  Halina  Supershooters.  Halina  Supershooters. 


I.Sole  Distributor,  Engineers  Way,  Wembley,  Middx  HA9  OEA  Tel:  01-903  8081 


J  J  Sllbcr  Ltd.  Sole  Distributor.  Engineers  Way.  Wembley,  Middx  HA9  OEA  Tel  01-903  8081 


J  J  Sllbcr  Ud.  Sole  Distributor,  Engineers  Way.  Wembley,  Middx  HA9  OEA  Tel  01-903  8081 


This  year,  the  Halina  range  is  even 
digger  and  better-and  even  more  tempting 
b  your  customers. 

New  cameras  include  two  motorised 
nodels:  the  Halina  RBMT,  which  has 
oth  a  wide-angle  and  telephoto  lens,  and 
tie  Halina  MW35E,  which  even  features 
utomaticfilm  loading  and  rewind. 

Retailing  at  under  £40,  these 
ameras  represent  really  exceptional  value 
Dr  money-and  that  same  value,  and  the 
3ime  standards  of  quality,  go  right  the  way 
irough  the  Halina  range,  right  down  to  the 
neapest  at  £6. 


We'll  be  promoting  Halina  cameras 
with  a  nationwide  advertising  campaign  in 
summer  reaching  30  million  people  all  over 
the  country. 

We'll  be  appearing  in  national 
newspapers -Daily  Mail,  Daily  Mirror,  Daily 
Record,  Daily  Star,  Daily  Express,  Sunday 
Mirror,  Sunday  People  and  Sunday  Post- 
and  taking  full  page  ads  in  specialist  journals 
-Amateur  Photographer,  What  Camera 
Weekly  and  You  and  Your  Camera. 

It's  a  campaign  that's  going  to  make 
Halina  sales  rocket-and  your  profits 
take  off  too. 


tershooters.  Halina  35fe 
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E  A  BIG  DEALER 


Get  in  touch  with 
U.  J.Silber  now. 

And  find  out  too 
about  the  point-of-sale 
material  that's  available  to 


help  you:  consumer 
leaflets,  posters 
and  showcards. 
It's  all  designee 
to  turn  you  into  a 
big  dealer!^  • 


Halina  Supershooters.Halina  35's 
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McFarlane  Laboratories  (UK)  Ltd 
11th  Floor,  New  Zealand  House 

?nXad'ct'LondonSwlY^E; 

"telephone:  01-930  8028 


  Ul 

100%  PURE 


CALAMINE ,  IT 
DISAPPEARS  FAST. 


Mild,  creamy  Lacto-Calamine  is  quickly 
and  completely  absorbed  into  the  skin. 

And  this  season,  it's  going  to  vanish  faster 
than  ever,  thanks  to  an  intensive  holiday  ^ 
season  advertising  campaign! 


Scheduled  to  reach 
well  over  2  million 
teens,  twenties 
and  young  mothers! 


jMj  Campaign  runs 
from  June  to  the 
end  of  August! 

Order  extra 
supplies  of  Lacto- 
Calamine  now— 
and  watch  it 
disappear! 


Kirby- Warrick 
Pharmaceuticals  Limited, 
Mildenhall,  Suffolk. 
Tel:  0638  716321 


SKINCARE 


German  range  to  be 
marketed  in  UK 


Seba  Med,  claimed  to  be  the  number 
one  product  in  the  basic  skin  care 
field  in  Germany,  is  to  be  available  in 
this  country  as  a  cleansing  bar  (lOOg, 
£0.79)  and  liquid  cleanser  (150ml, 
£1.60). 

Originally  developed  in  Germany 
for  use  in  hospitals  on  those  with 
highly  sensitive  skin  conditions, 
'ingredients  for  Seba  Med  are  listed  as 
amino  acids,  cholestrin,  lecithin, 
glycerides  and  vitamins  for  the 
cleansing  bar  and  lactic  acid,  vitamin 
H,  vitamin  B6,  amino  acids,  perfume 
oil  and  fatty  acids  alkylolamides  for 
the  liquid.  It  is  ideal,  say  the 
manufacturers,  Sebamat  Chemie  GbH 
of  West  Germany,  for  acne  and 
excema  sufferers  to  use  in  conjunction 
with  skin  medications. 

Seba  Med,  with  a  pH  of  5.5  is  a 
"unique  'soapless  soap'.  It  has  a  fresh 
green  fragrance  and  is  ideal  for  both 
face  and  body.  It  can  be  used  in  the 
bath  and  shower  and  also  makes  an 
ideal  shampoo." 


Launch  campaign 


A  four  month  launch  campaign 
worth  £72,000  is  scheduled  and 
advertisements  will  appear  in 
Woman,  Woman's  Own,  Woman's 
World,  She,  Honey,  Cosmopolitan, 
Radio  Times,  Here's  Health  and 
Miss  London  from  the  launch  in 
June  until  the  end  of  the  year. 

Sebamat  Chemie  estimate  the 
British  soap  market  to  be  worth 
£55m  at  rsp  with  the  chemist  share 
slipping  to  only  5  per  cent.  Fierce 
High  Street  competition,  they  say, 
has  depressed  trade  margins  creating 
difficulties  for  retail  pharmacy  to 
provide  a  service  and  stock  soaps. 
But  they  believe  chemists  should  stock 
personal  oleansing  items  where  the 
technical  knowledge  and  store 
ambience  can  be  utilised. 

Figures  show,  they  say,  that  65 
per  cent  of  women  wash  with  soap 
products  more  than  once  a  day  and 
about  40  per  cent  of  these  like  to  try 
different  brands.  The  target  market, 
says  the  company,  is  not  just  people 
who  tend  to  have  a  skin  problem  but 
also  "those  people  using  soap-based 
products  who  wish  to  avoid  creating 
such  a  problem". 

Products  already  in  the  market  in 


this  country  are  Phisohex,  Biactol, 
Clearasil  soap  and  lotion  (Clearguard) 
Phisoderm,  Neutrogena  soap  and 
Valderma  soap.  Retail  margins  on 
Seba  Med  are  25  per  cent  but  there 
will  be  special  promotions  throughout 
the  year  to  enhance  this,  says  the 
company. 

The  company  suggests  that  those 
with  normal  to  dry  skins  should  use 
Seba  Med  with  cool  or  lukewarm 
water,  oily  and  spotty  skins  benefitting 
from  using  Seba  Med  with  warm 
water.  Seba  Med  will  be  distributed 
by  Pharmagen  Ltd,  Runcorn, 
Cheshire  WA7  2PE.  ■ 


Two  additions  to 
Bio  Clear  range 

Helena  Rubinstein  are  adding  two 
new  products  to  their  Bio  Clear 
skincare  range.  They  are  a  day  cream 
(30ml,  £2.25)  and  a  clarifying  mask 
(60ml,  £2.25)  both  available  from  mid- 
August.  The  day  cream  is  described  as 
a  weightless,  super  sheer  tinted  cream 
to  be  worn  either  on  its  own  or 
under  make-up,  helping  to  refine  the 
texture  of  the  skin  through  minimising 
pore  size. 

"A  white,  creamy  mask  that 
deeply  cleanses  the  skin  of  impurities 
and  eliminates  excess  oils"  is  how 
Rubinstein  describe  their  second 
product  introduction.  Mildly 
exfoliating  Bio  Clear  clarifying  mask 
"refines  as  it  brings  new  clarity  to 
problem  skin."  Helena  Rubinstein  Ltd, 
Central  Avenue,  West  Molesey, 
Surrey  KT8  ORB.  ■ 


The  market— as 
Roc  see  it 

True  product  innovations  still  occur 
in  the  skincare  sector  of  the  cosmetics 
business  say  Roc.  "Companies  may 
introduce  glossy  new  colour  'looks' 
every  season  but  these  are  basically 
variations  on  a  theme. 

"New  developments  in  caring  for 
the  skin  are  possible  because  this  is  a 
complex  organ,  the  treatment  of 
which  can  consequently  be  approached 
in  different  ways.  In  addition 
research  into  the  subject  is  continuous 
with  the  result  that  there  is  a  better 
understanding  of  how  the  skin 
functions  and  ages. 

At  a  different  level,  consumer 
dissatisfaction  with  one  aspect  of  an 
otherwise  excellent  and  efficient 
product  may  also  stimulate  the 
development  of  a  new  item  they  say. 
"Admittedly  amongst  the  recent 
proliferation  of  new  skincare  products 
some  items  seem  to  differ  only  in 
name  or  careful  advertising  copy,  but 
yet  there  are  new  products  and 
ranges  which  have  gained  a  well 
deserved  reputation  for  their 
originality." 

Roc  they  describe  as  a  relative 
newcomer  to  the  UK  market  but  one 
which  is  gaining  recognition  for  its 
hypo-allergenic,  unperfumed 
preparations.  "Although  the  range 
also  includes  make-up,  the  majority  of 
customers  initially  seek  it  for  skincare 
items."  Roc  Laboratories  UK  Ltd, 
Avis  Way,  Newhaven,  Sussex.  ■ 


Which?  on  soap 


A  recent  Which?  report  on  soap 
questioned  the  claims  made  for 
moisturising  soaps.  "It  is  unlikely" 
the  report  says,  "that  these  soaps 
could  leave  the  skin  feeling  any 
different  from  an  'ordinary'  soap.  The 
surest  way  of  counteracting  the 
drying  effect  of  soap  is  to  apply  a 
moisturising  cream  after  washing." 

Teenagers  troubled  by  spots  may 
be  motivated  to  wash  more  frequently 
if  using  a  medicated  soap  to  reduce 
excessive  greasiness  of  the  skin  but 
results  will  be  "no  more  so  than  using 
any  other  soap  frequently."  And  the 
report  adds,  "The  ingredients 
contained  in  medicated  soaps  would 
probably  be  more  effective  if 
applied  as  a  cream  or  lotion  after 
washing".  ■ 


Chemist  &  Druggist    9  May  1981 


901 


SKINCARE 


Marketing  acne  products  to 
meet  teenage  needs 


Marketing  to  sensitive  consumers, 
most  likely  teenagers  already  well 
aware  they  suffer  from  spots  and 
acne  without  having  to  be  told,  calls 
for  a  delicate  approach.  To  get 
product  usage  is  the  advertiser's  aim 
without  appearing  critical  or 
condescending  and  making  the 
consumer  so  actively  aware  of  his  or 
her  skin  problem  as  to  be  too 
embarrassed  for  constructive  action. 

The  teenage  skincare  market, 
estimated  to  be  worth  between 
£10-£13m  and  growing,  has  in  recent 
years  seen  increased  activity.  It  is  a 
market  generally  considered  to  be 
underdeveloped  but  how  long  will  this 
be  the  case?  Richardson-Vick  have 
been  joined  by  Roche  and  Berk 
Pharmaceuticals  in  the  past  12  months 
with  large  advertising  spends 
supporting  their  products. 

Lynn  Smith,  Roche  cosmetics 
manager,  believes  only  45  per  cent  of 
sufferers  in  the  UK  use  a  treatment 
product.  The  market,  she  says,  has 
been  growing  faster  than  the  rate  of 
inflation,  the  1980  growth  figure  being 
around  37  per  cent.  And  it  is 
expected  to  increase  by  15  per  cent  in 
sterling  terms  during  1981. 

According  to  Roche  "Boots 
account  for  around  41  per  cent  of 
sales  and  independent  chemists  for 
around  35  per  cent".  They  feel  the 
market  is  still  capable  of  considerable 
growth  responding  to  "product 
innovation  supported  by  well-directed, 
well-conceived,  heavyweight  marketing 
support". 

In  the  launch  of  Monclear 
Derma  (C&D  , October  4  1980,  p536) 
with  a  promised  advertising  spend 
of  £800,000,  Roche  believe  they  have 
the  product  to  tap  this  potential 
growth. 


'Scientific  breakthrough' 

Claimed  to  be  a  "scientific 
breakthrough"  Monclear  Derma 
contains  an  ingredient  patented  under 
the  name  Vibenoid  which  "normalises" 
the  skin  processes  clearing  up  existing 
spots  and  preventing  the  formation  of 
new  ones.  "It  is  able  to  do  this,"  say 
Roche,  "because  unlike  conventional 
products,  its  action  penetrates  deep 
below  the  surface  of  the  skin  to  the 
basal  layer,  the  site  of  the  problem. 


It  reduces  the  thickness  of  the  cell 
layer  lining  the  oil-producing  gland 
and  its  duct  bringing  the  cell  activity 
back  to  normal  and  dislodging  the 
infected  material." 

At  the  same  time  bacteria  which 
have  built  up  along  the  canal  linking 
the  gland  with  the  skin  surface  are 
destroyed. 

Since  the  launch  the  company  says 
the  product  has  achieved  a  sterling 
brand  share  of  around  9  per  cent  and 
distribution  they  say  is  currently 
nudging  60  per  cent. 

Research  by  Roche  prior  to  the 
launch  highlighted  the  "disillusionment 
amongst  young  sufferers  towards 
conventional  products  and  the  claims 
being  made,  as  well  as  the  need  for 
good  educational  support." 

To  communicate  with  the  target 
user,  primarily  girls  and  boys  in  the 
16-19  year  age  group  Roche  are  using 
a  heavyweight  advertising  schedule  in 
teenage  and  young  women's  magazines, 
and  are  instigating  an  educational 
campaign  aimed  at  the  chemist 
assistant.  A  point-of-sale  unit 
incorporates  tester  samples  and 
leaflets,  which  form  the  backbone  of 
the  marketing  support. 

The  advertising  they  say,  "breaks 
away  from  the  tradition  of  'before' 
"and  'after'  themes  depicting  a  girl  and 
boy  under  the  banner,  Give  yourself  a 
clear  advantage!  ". 

The  previous  major  entrant  into 
the  market  has  been  Berk 
Pharmaceuticals  with  Oxy  5  and  Oxy 
10  distributed  by  its  newly-formed 
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Norcliff  Thayer  division.  Like  Monclear 
Derma  Oxy,  claimed  to  be  brand 
leader  in  the  US  in  unit  terms,  is 
pharmacy  only. 

Of  the  £200,000  launch,  Duncan 
McLaughlin  for  Berk  believes  the 
combination  of  radio  advertising  and 
teenage  magazines  is  proving  the 
perfect  mix. 

The  advertisements  with  the  theme 
"Spots  can  be  tough.  So  can  Oxy  10" 
"talk  to  teenagers  in  real  rather  than 
medical  terms  and  show  sympathy  with 
the  teenager  who  has  a  problem  with 
his/her  skin.  The  advertisements 
show  the  problem  in  a  memorable  way 
and  give  good  advice  without 
lecturing." 


Heavy  advertising 


The  Richardson-Vick  reply  to  the 
recent  developments  appears  to  be  the 
continued  support  of  its  skincare 
products  with  heavy  promotional 
spends.  This  year  the  figure  is 
estimated  to  be  £l|m.  "The  vast 
majority  of  expenditure  is 
concentrated  on  television,  a  medium 
which  offers  high  coverage  of  the 
teenage  audience  and  massive 
advertising  impact." 

Although  they  market  three 
products  each  is  aimed  at  a  specific 
category  of  user.  The  Clearasil  range 
they  say  is  used  mostly  by  the  girls, 
Topex  has  a  unisex  appeal  and  Biactol 
'is  targeted  primarily  at  the  boys. 

The  company  estimates  it  has  a  63 
per  cent  sterling  share  of  the 
medicated  skincare  market  and, 
despite  the  recent  introductions,  it 
claims  this  dominance  is  increasing. 

Any  advent  of  new  products  puts 
pressure  on  shelf-space  and 
Richardson-Vick  are  concerned  that 
they  are  not  squeezed  out  to  the 
advantage  of  the  new  arrivals. 

"The  increasing  dominance  of  the 
leading  brands  points  to  the  need  for 
determined  stock  rationalisation — the 
36  or  more  brands  accounting  for  less 
than  46  per  cent  market  share 
representing  substantial  finance  tied-up 
in  slow  moving  stock." 

Teenagers  are  willing  to  give  new 
skincare  products  a  try — which  is 
good  news  for  manufacturers  entering 
the  market.  Prescribable  products  such 
as  Quinoderm  will  continue  to  hold 
their  market  share  but  Roche,  Berk 
and  Richardson-Vick  with  their  large 
advertising  spends  can  only  create 
more  awareness — which  is  good  news 
for  the  market  and  the  retailer.  ■ 
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FOR  21  YEARS 
OU'VE  GIVEN  MILLIONS 
OF  YOUNG  PEOPLE 
SATISFACTION... 

...PROFESSIONALLY! 


"ACNE  IS  AN  ALMOST  UNIVERSAL  COMPLAINT  IN  ADOLESCENCE:'1 
"Many  patients  when  they  seek  the  help  of  their  doctor  are  depressed,  discouraged  and  dis- 
illusioned. Their  own  efforts  at  treatment  have  failed,  or  the  first  prescription  was  not  the  cure  they 
anticipated.  In  the  management  of  acne  the  patient  must  appreciate  that  he  or  she  may  have  to 
persevere  with  treatment  throughout  theirteens,  and  it  should  be  emphasised  that  in  this  way  one 
hopes  to  limit  as  far  as  possible  the  severity  of  the  lesions  and  prevent  severe  or  permanent 
scarring 


»i 


Quinoderm  cream  has  many  imitators  but  it  is  the  original  British  benzoyl  peroxide  form- 
ulation. Regular  and  continued  usage  of  this  proven  medication  maintains  overall  control,  thus 
fulfilling  the  prime  objectives  in  this  condition.  Formulated  as  an  astringent  cream  base,  this  pre- 
paration is  available  in  tubes  of  25g.  Trade  price  60p  +  VAT. 

Quinoderm  Lotio-Gel  is  the  latest  addition  to  the  range.  This  new 
pharmaceutical  form,  with  its  unique  delivery  system,  has  been 
specifically  designed  for  those  preferring  a  lotion  or  a  gel.  It  is 
presented  in  a  compact  plastic  bottle  containing  30ml,  which  can  be 
conveniently  carried  in  a  handbag  or  the  pocket. 
Trade  price  87p  +  VAT. 


When  young  people  consult  you  for  your  advice  remember 


that  clinical  reports  show  that  acne  responds  to  Quinoderm. 


QUINODERM 


Britain's  leading  acne  range' 

Quinoderm  Ltd.,  Manchester  Road,  Oldham,  OL8  4PB. 
Telephone:  061-652  4100. 


For  the Ije^wej^ol^ 


1 .  Practitioner  1970  204,639 


2.  Copies  available  on  request 


With  Limara,  we've  created  a  totally  new  range  of  fragrance  to  iletriei 
And  we're  giving  it  £2,500,000  worth  of  promotional  support,  including  1 


And  that 

/ertising.) 


\tional  TV  and  women's  press  in  the  first  12  months.  Limara.  It  comes  in 
ur  subtle  fragrances  that  will  make  you  stinking  rich.  LI  MARA$$ 

A  Smith  &  Nephew  product. 


spells  'Success' 
for  chemists 


HERE'S  YOUR  CHANCE  TO  JOIN  IN... 

Seba  Med  products  are  new  here  in  Britain  -  but  for  years  they  Ve  been 
accepted  in  Europe  as  a  reliable  and  effective  treatment  for  a  range  of  skin-care 
problems,  and  for  their  na  tural  deodorising  properties. 


Backed  by  a  powerful  all-summer  promotional 
campaign,  including  heavy  consumer  advertising, 
Seba  Med  Cleansing  Bar  and  Seba  Med  Liquid 
Cleanser  will  soon  be  on  sale  in  pharmacies 
throughout  Britain,  where  consumers  will  be 

encouraged  to  ask  about 
the  special  care  of  Seba  Med. 

Thanks  to  their  natural 
balance  pH  value  of  5.5, 
Seba  Med  products  are 
accepted  as  successful 


with  sensitive  or 
pfottemskin 


throughout  European  fact,  seba  Med  cleansing 
Bar  is  Germany's  No.  1  medicated  soap).  And 
now's  your  chance  to  share  in  this  success  here  in 
Britain  by  stocking  and  recommending  a 
biologically-effective  skin-care  product  they  can't 
buy  off  the  supermarket  shelf. 


Ask  for  full  details  of  our  generous 

INTRODUCTORY 
OFFER 

from  your  usual  wholesaler  or,  in  case  of  difficulty 
apply  direct  to  Seba  Med's  UK  Distributors: 


Pharmagen 

Pharmagen  Ltd.,  West  Lane, 
Runcorn,  Cheshire  WA7  2PE. 
Tel:  Runcorn  (STD  0928)  717070. 
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SKINCARE 


Moisturisers  -  will  Ulay  continue 
to  rule  the  roost? 


Skincare  is  a  complicated  market 
and  probably  the  least  clearly  defined 
of  all  the  toiletry  markets.  By 
definition  it  includes  every  cream,  oil 
or  lotion  used  for  the  protection  of 
face,  hand  or  body  skin. 

Taking  all  sectors  into  account 
Beecham  estimate  the  total  market  to 
be  worth  £125m  a  year  at  rsp.  And 
they  say:  "Of  all  these  products,  the 
most  regularly  used  are  moisturisers, 
cleansers  and  the  general  purpose 
lines.  Over  the  past  two  years  the 
general-purpose  group  has  remained 
static,  but  there  is  some  growth 
occurring  within  the  moderately- 
priced  moisturiser-cleanser  ranges. 
Currently  moisturisers  are  worth 
almost  £40m,  cleansers  £20m  and 
general-purpose  lines  around  £10m.  It 
follows  that  the  most  dynamic  area  of 
skincare  today  is  the  moisturiser 
sector." 

This  sector  has  seen  many  product 
introductions  in  the  past  18  months, 
including  launches  from  such  giants 
as  Gillette  and  Elida  Gibbs— all 
intended  to  capture  a  significant  slice 
of  the  market.  So  how  well  have  they 
done? 


Unconcerned 


Richardson-Vick  say  they  are 
unconcerned  by  all  the  activity  and 
the  effect  on  Oil  of  Ulay. 

"It's  a  well-known  marketing  fact 
that  any  brand  which  dominates  a 
market  with  a  major  share  can 
normally  expect  to  be  most  heavily 
hit  when  new  product  introductions 
occur. 

"Happily,  this  tradition  has  not 
been  followed  through  in  the  skin 
foods  and  moisturisers  market.  We 
have  seen  new  products  come  and  go 
— some  with  massive  marketing 
support,  large  sums  of  advertising 
expenditure,  and  all  supported  by 
major  multi-national  companies. 
Almost  without  exception  they  have 
failed  to  make  an  impression  on  this 
healthy  and  growing  market." 

Ulay  succeeds,  they  say,  because 
it  has  a  "unique  image  positioning 
and  consistent  advertising  platform" 
supported  by  "market  leader 
advertising  spending"  which  generate 
high  levels  of  consumer  loyalty. 

Despite  the  recession  the  company 
says  the  Oil  of  Ulay  advertising  spend 


was  maintained  and  dominated  the 
television  "share  of  voice",  spending 
£l|m  in  addition  to  the  £300,000 
advertising  campaign  in  the  women's 
Press. 

Marketing  Oil  of  Ulay  to  meet 
and  maximise  opportunities  as  they 
arise  is  seen  by  the  manufacturers  as 
a  "very  significant"  reason  for  their 
success.  The  Christmas  gift  and 
Mother's  Day  pack,  the  travel  pack 
and  Margaret  Merril  rose  promotion 
all  helped  Oil  of  Ulay  capture 
29  per  cent  of  moisturiser  gift  sales, 
they  say. 

With  a  21  per  cent  brand-leading 
share  of  the  market  (1979,  19  per 
cent)  estimated  to  be  worth  £34m 
(1979,  £27m)  the  company  is  out,  as 
its  advertising  says,  "to  help  every 
English  rose  keep  that  youthful 
bloom",  despite  the  growing 
competition. 

Gibbs  have  made  a  serious  bid  for 
a  share  of  the  moisturisers  market  with 
the  launch  of  Raintree  into  a 
Yorkshire  television  test  market  (C&D, 
September  7,  1980,  p335).  Targetting 
Raintree  at  the  25-40  age  group, 
Gibbs  are  hoping  for  an  8  per  cent 
brandshare  within  two  or  three  years 
of  going  national — if  and  when  they 
do. 

To  be  successful  they  felt  a  new 
product  had  to  be  different  and  not  a 
Ulay  look-alike.  Packaging  features 
the  actual  raintree  "which  survives  in 
the  desert  because  is  has  learned  the 
secret  of  retaining  moisture". 

Gibbs  claim  the  reception  for 
Raintree  has  been  excellent  and  say 
they  could  be  on  their  way  "to 
building  another  brand  leader." 


The  reality  of  marketing 


Test  markets  can  end  in  two  ways: 
the  product  either  goes  national  or 
disappears.  Gillette  launched  Day  by 
Day  on  test  in  the  Harlech  and 
Westward  television  regions  fourteen 
months  ago  (C&D  February  2  1980, 
p  160).  Aimed  at  the  medium-priced 
sector  of  the  market,  a  complete  range 
of  skincare  products  to  complement 
the  moisturiser  was  to  be  marketed 
depending  on  the  results  of  the  test 
launch.  It  now  appears  that  it  is 
being  quietly  discontinued,  though 
even  local  trade  sources  are  at  a  loss 
to  explain  the  failure  "Gillette  did 


everything  right  but  it  failed  to  sell," 
said  one. 


Evident  success? 


No  market  figures  are  available  as  to 
how  Evidence  is  doing  although 
Beecham  say  it  has  shown  a 
"substantial  sales  increase". 
(Richardson-Vick  credit  it  with  a  1 
per  cent  share  of  the  market.) 

Beecham  supported  the  launch 
with  £lm  using  consumer  sampling 
and  trial-offer  packs  to  create 
awareness  and  Evidence  is  currently 
being  supported  with  a  travel  kit. 

Taking  a  look  at  the  most  recent 
launches,  Richard  Hudnut  are 
currently  test  marketing  Light  Touch 
in  the  Southern  television  area  and 
after  only  four  months  they  say  all  the 
signs  are  indicating  a  success  story. 

Natural  Recipes  marketed  by 
Optrex  is,  they  say  "selling  quite  well". 
Two  more  lines  can  be  expected  to  be 
added  to  the  range  in  late  September. 
Meanwhile  Cussons  are  currently 
reviewing  the  Anglia  test  marketing  of 
Only  You  with  a  view  to  future  policy. 
Finally  Sassoons,  who  launched  a 
threestep  skincare  line  nationally  in 
February  have  been  surprised  at  the 
"unexpectedly  high  demand"  for  the 
moisture  cream. 

Of  the  products  mentioned  three 
are  currently  on  test  and  all  said  to  be 
selling  well,  but  what  will  happen  if 
they  all  go  national?  Oil  of  Ulay  can 
continue  to  rely  on  strong  brand 
loyalty,  the  others  (bearing  Gillette  in 
mind)  ought  to  take  the  market  as  it 
comes — day  by  day! 

For  the  chemist,  the  rule  must  be 
to  match  stock  levels  to  demand — 
some  very  big  names  have  made  costly 
mistakes  in  this  market  and  there  is  no 
profit  in  surplus  bonus  parcels  when  a 
product  is  "quietly  withdrawn".  ■ 


Chemist  &  Druggist    9  May  1981 


907 


SKINCARE 


Selling  successfully— 
the  Vichy  way 


Vichy  may  be  involved  in  skincare  but  shoe  polish  is 
a  sideline  they  could  possibly  consider.  This,  among 
more  practical  facts,  was  revealed  by  Diane  Miles, 
company  pharmacist,  at  a  recent  NPA  skincare 
seminar  for  chemist  assistants. 


Apparently  Vichy  cleanser  has 
been  used  for  this  purpose  on  more 
than  one  occasion — although  Vichy 
will  naturally  point  out  their  skincare 
range  was  devised  with  neither  shoe 
leather  nor  skin  of  a  similar  texture 
specifically  in  mind!  In  a  more  serious 
vein,  Diane  gave  us  a  brief  outline  of 
company  history,  explaining  it  has 
always  been  the  company's  policy 
wherever  the  products  are  sold  around 
the  world  to  sell  exclusively  through 
pharmacies. 

The  chemist  shop  is  an  obvious 
place  to  go  for  advice  when  ill,  and 
Vichy  believe  it  makes  sense  to  treat 
skincare  in  the  same  way.  So, 
reassured  that  supermarkets  and 
shrinkwraps  were  not  for  Vichy  we 
moved  on  to  a  brief  outline  of  the 
skin,  its  five  functions  (protection, 
temperature  regulation,  respiration, 
excretion  and  sensory  transmission) 
and  the  role  of  skincare  products. 

Diane  told  us,  in  a  did-you-know 
fashion,  that  the  fatty  layer  of  tissue  is 
thicker  in  women  than  men. 
Remember  then,  if  by  some  strange 
chance  of  fate  you  are  stuck  on 
Everest  with  Chris  Bonington,  you 
ladies  will  have  more  chance  of 
survival — a  warming  thought! 

"No  skincare  preparation  can 
penetrate  any  deeper  than  the 
epidermis,"  Diane  told  us,  and  went 
on  to  explain  that  with  a  21-28  day 
process  of  cell  renewal  (ie  from  when 
cells  are  made  to  being  shed) 
miraculous  overnight  results  are  for 
dreamers.  Cells  when  they  reach  the 
surface  are  dead  and  can  be  easily 
shed,  the  most  noticeable  time  being 
when  peeling  after  suntanning,  but 
even  pulling  off  a  jumper  has  a  visible 
effect. 

Sebum  is  also  being  pushed  up  to 
the  skin's  surface  along  with  sweat 
and  evaporating  water  which  together 
form  a  hydro-lipidic  film  protecting 
the  skin  from  bacteria.  It  is  this  film 
that  is  broken  when  cuts  and  grazes 
occur.  Hence  an  antiseptic  product 
such  as  Savlon  is  a  necessary 


"temporary"  protection  against 
infection. 

The  "healthy"  pH  acid  balance 
for  skin  is  around  pH6,  but  most  soaps 
with  an  alkaline  level  of  pH13  tip  the 
acid  balance.  Although  the  skin  can 
iron  out  the  hiccups,  it  does  take 
about  four  hours  giving  the  skin 
plenty  of  overtime  and  no  bonus  at 
the  end! 


Advisory  capacity 

Selling  skincare  products  needs 
knowledge  on  your  part  as  both 
assistant  and  adviser.  Many  customers 
ask  you  for  an  opinion  or  a  product 
recommendation.  To  them  you  are  in 
"the  know"  and  sale  based  on  sensible 
advice  will  more  than  likely  result  in 
a  loyal  customer  and  potential  pennies 
to  be  rung  in  to  your  till  in  the  future. 

To  help  both  you  and  your 
customer  achieve  the  right  results,  the 
following  pointers  may  come  in  useful. 
Never  rely  on  a  visual  assessment  of 
the  customer's  skin  or  on  her  word. 


She  may  well  be  wrong  in  her  own 
skin  diagnosis,  so  take  nothing  at 
face  value! 

Masses  of  make-up  can  make 
visual  identification  difficult,  if  not 
impossible,  so  this  is  where  the  art  of 
subtle  interrogation  comes  in  handy. 
By  this  we  don't  mean  spotlights  and 
a  you-will-talk  attitude,  but  a  friendly 
approach  which  will  give  you  the 
information  you  are  looking  for 
without  annoying  the  customer. 

For  dry  skin,  Diane  advises  looking 
for  fine  fragile  skin  with  signs  of 
flaking,  closed  pores,  sensitive  red 
patches,  broken  veins  and  wrinkling. 
Questions  which  could  be  useful 
pointers  include: 

1)  Is  you  skin  taut  and  tight  after 
using  soap  and  water? 

2)  Does  you  skin  easily  flush  in 
extremes  of  temperature? 

If  the  answers  are  yes,  then 
chances  are  you  have  a  customer  with 
dry  skin.  If  the  answers  are  negative, 
then  oily  skin  is  highly  probable;  the 
signs  for  which  are  open  pores, 
blackheads,  spots  and  dull-looking  skin 
with  oily  patches  around  the  nose.  To 
check,  ask  your  customer: 

1)  Does  your  make-up  streak  and  go 
orange?  and 

2)  Do  you  get  the  odd  spot  and 
blackhead? 

But  what  about  the  in-betweenies; 
the  30-40  per  cent  of  the  population 
who  cannot  be  categorised  so  easily? 

Continued  overleaf 


Diane  Miles,  MPS,  in  full  swing  at  a 
recent  Vichy  seminar  held  in  conjunction 
with  the  NPA  at  Mallinson  House 


mm 
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There's  more  to  a 

good  moisturiser 

than  just 
water.  — 


There  are  moisturisers 
and  moisturisers.  And 
your  skin  knows  -  and 
shows  -  the  difference. 

There  are  moisturisers 
which  contain  a  lot  of 
water  (but  very  little  else). 

Now  there's  Galenco 
deep  penetrating  Skin 
Conditioner.  This 
remarkable  lotion 
provides  a  mantle  of  vital 
oils  to  reduce  evaporation 
and  help  maintain  the 
delicate  moisture  balance 
of  your  skin. 

Each  application 
remains  effective  for  up 
to  6  hours. 

The  secret  is  the 
blending  of  Cosbiol,  an  oil 
so  close  to  the  skin's  own 
that  it  is  readily  absorbed. 
This  helps  Galenco  Skin 
Conditioner's  essential 
ingredients  -  Irgasan 
DP300*  to  help  keep  your 
skin  pure,  Allantoin  to 
revitalise  your  skin,  and 
Collagen  to  feed  it  natural 
protein  -  reach  deep  into 
the  skin  tissue. 

As  you'd  expect, 
Galenco  Skin  Conditioner 
is  hypo-allergenic  for 


delicate  and  sensitive 
skins  -  medical  science 
devoted  to  developing  the 
most  effective  moisturiser 
yet. 

Now  you  can  buy  it  in 
larger  branches  of  Boots, 
other  good  chemists, 
Debenhams,  Harrods  and 
John  Lewis  stores  in  large 
economical 
250ml  bottles. 
(Try  gentle 
Galenco 
Facial 

Cleanser,  too 
-  and  new 
Galenco 
Facial 
Toning 
Lotion,  both 
hypo- 
allergenic). 


For  further  information  about 

the  Galenco  range,  plus  a 

sample,  please  write  to 

Galenco  Cosmetics  (UK) 

Limited, 

Thatcham, 

Newbury, 

Berkshire. 

Tel.  0635  68177. 


^Registered  trade  mark  of  Ciba-Geigy  Ltd 


For  your  skin's  sake,  remember  the  name 

GALENCO 


Wholesale  Buyers' 
(Spring)  Gifts  Fair 

17th  to  20th  May  1981 

Opening  &  Closing  Hours: 
Sunday  10.00  -  6.00 
Monday  &  Tuesday  9.30  -6.00 
Wednesday  9.30  -  4.00 


ORGANISED  BY  TRADE  PROMOTION  SERVICES  LTD  EXHIBITION  HOUSE  6  WARREN  LANE 
LONDON  SE18  6BW  TELEPHONE  01 855  9201  TELEX  896152 


When  the  Ben  Nevis 
mountain  rescue  team 
swings  into  action,  Blisteze 

looks  after  their  lips. 

Conditions  can  be  atrocious  on  the  top  of  Ben  Nevis. 
And  if  they  have  a  cold  sore  or  cracked  lips,  the  bitter  cold 
and  biting  winds  can  really  make  the  team's  lips  smart. 
/  '  ^    That's  why  they  insist  on  Blisteze. 
/  r\t*'      They  know  that  nothing  provides  more 
\\  effective  relief  for  sore  lips  and  cold 
sores  than  gentle,  medicated 
Blisteze  cream. 

If  it  looks  after  the  team's 
lips,  Blisteze  will  certainly 
look  after  your 
/     ^  customer's. 


Blisteze. 
For  cold  sores 
and  sore  lips. 


SIUNCARE 


Vichy  skincare 

Continued  from  p908 
As  far  as  Vichy  are  concerned, 
normal  skin  does  not  exist.  They 
prefer  to  describe  the  third  category  as 
combination  comprising  of  dry  cheeks, 
an  oily  T-bar  and  shiny  nose  (because 
there  are  more  oil  glands  in  the  central 
panel).  A  product  for  combination 
skin  attempts  to  hit  the  happy  medium. 

Allergies 

Moving  on  to  the  tricky  subject  of 
allergies — an  area  you  should  know 
about  in  case  an  angry  customer 
returns  to  your  shop  claiming  she  is 
allergic  to  the  product  you  sold  her — 
Diane  defined  an  irritation  as  a 
reaction  occurring  immediately  the 
product  is  applied  and  probably 
disappearing  after  a  few  hours.  This 
is  less  serious  than  an  allergy  which 
is  a  reaction  to  a  chemical,  occurring 
after  the  second  application.  For 
instance,  a  product  containing  lanolin 
may  be  applied  for  the  first  time  with 


no  visible  reaction,  but  this  first 
application  can  sensitise  the  body  to 
lanolin  so  that  the  next  time  a  lanolin 
product  is  used  antibodies  will  have 
been  produced  leading  to  a  reaction. 

The  ageing  process 

Moving  on  to  the  process  of  ageing,  we 
were  told  this  can  be  either  an 
inherited  process  or  it  can  be 
premature  due  to  excessive  water  loss 
and  excessive  exposure  to  the  sun 
without  the  proper  protection.  This  is 
where  moisturisers  come  in.  Taking  a 
large  slice  of  the  skincare  market,  this 
could  be  the  area  'in  which  you  are 
consulted  the  most.  But  what  exactly 
does  a  moisturiser  do? 

The  old  wives'  tale  of  replacing 
water  lost  from  the  skin  is  not  true. 
If  this  was  the  case  we  would  all  blow 
up  every  time  we  had  a  bath!  But 
seriously,  a  moisturiser's  function  is 
to  stop  water  being  lost  from  the  skin. 
With  evaporation  from  the  skin 
occurring  every  minute  of  the  day, 
over  half  a  litre  of  moisture  is  lost 
from  the  body.  If  we  didn't  interfere 


the  body  would  establish  its  own 
equilibrium  between  intake  and  output 
but  by  using  soap  and  harsh  toners 
and  moving  about  in  extremes  of 
temperature  (from  the  wind  and  cold 
outside  to  dry  centrally-heated  rooms), 
the  symmetry  of  the  cell  is  disrupted, 
and  excessive  water  loss  results. 

Explaining  the  different  textures 
of  moisturisers,  Diane  described  how 
water-in-oil  products  are  more  oily 
than  oil-in-water.  Traditional  water- 
in-oil  creams  tend  to  function  more  on 
the  lines  of  a  coat  of  armour,  not 
allowing  the  skin  to  "breathe". 

Oil-in-water  products  are  more 
cosmetically  acceptable,  working  on 
the  principle  that  the  heat  of  the  face 
causes  the  water  in  the  cream  to 
evaporate  leaving  the  oil  droplets  as 
an  ideal  base  for  make-up. 

The  seminar  also  touched  on  such 
topics  as  vitamin  deficiency  and  acne; 
guilty  faces  being  very  apparent  when 
we  were  told  smoking  was  definitely 
unhealthy  for  the  skin.  And  as  the 
pharmacists  and  assistants  made  their 
way  home  they  could  be  satisfied  as 
regards  selling  skincare  they  were  on 
the  right  track.  ■ 


£  Roll-On 

underarm  hair  remover 

Immac-the  brand  leading  depilatory-announces  the  launch  of  the 
world's  first  roll-on  hair  remover. 

The  proven  Immac  formulation  now  offers  an  even  greater  sales 
opportunity  with  this  sensational  new  development  and  we're  giving  it 
some  extra  special  support,  so  demand  is  bound  to  be  high! 


Solus  TV  launch  campaign  across  the  network 

Big  spending  in  leading  womens  and  teenage  magazines 

Special  display  units  and  point  of  sale  material 


Money-off  customer  coupon  offer 


ROLL-ON  WITH  IMMAC  The  No.1  Best  seller. 


Available  from  International  Chemical  Company, 
11  Chenies  Street,  London  WC1E  7ET  Telephone:  01-6368080 


•Trade  Mark 


^^^The  Cash  and  Carry  Wholesalers 

tfHead  Office:  Bushev  Road.  Raynes  Park.  London  SW20  OJJ 

*^AW-Hi;/\i:ril-llOMIHHvUJTY 


hafay 


PRODUCT 

SIZE 

COST 

MRP 

R.S.P. 

PROFIT  ON 
RETURN 

Johnsons  Baby  Powder 

6  x  227g 

£2.88 

£Wtf 

70p 

21.1% 

Johnsons  Baby  Lotion 

6  x  120ml 

£2.62 

63p 

20.2% 

Johnsons  Baby  Oil 

6x  135ml 

£2.96 

71p 

20% 

Johnsons  Baby  Shampoo 

6  x  125ml 

£2.52 

61  p 

20.8% 

Dettol 

12  x  250ml 

£4.26 

52p 

21.4% 

Snugglers  Daytime 

3's 

£3.69 

£1.54 

20.1% 

Snugglers  Toddler 

3's 

£4.04 

£1.69 

20.3% 

Farley  Rusks 

12  x  large 

£4.13 

44p 

21.7% 

Heinz  Strained/Junior  Baby  Foods 

24x4V2oz 

£3.19 

15p 

11.3% 

OFFERS  AVAILABLE  FROM  11th  MAY 

UNTIL  29th  MAY,  1981 


If  you  are  not  already  a  registered 
customer  and  would  like  further  details 
complete  and  post  this  coupon 

To:  Mr.  R.  Bevis,  Nurdin  &  Peacock  Ltd. 
FREEPOST.  London,  SW200BR 

am  interested  in  becoming  a  N&P  registered  customer 


 GOOD  NEWS  FOR  TRADERS  IN  SOUTH  WALES! 

We  wilfbe  opening  a  70.000sq.f».  Cash  &  CarryWarehouse 
at  Llanishen.  Cardiff  on  11th  May  1961 


Name1 

Trading  as 
Address 


Tel: 


CD  9/5 


ALL  OUR  OFFERS  ARE  SUBJECT  TO  AVAILABILITY  AND  VAT  WHERE  APPLICABLE 


ALDERSHOT 

Tel:  Aldershot  (0252) 

313058/9/0 

AVONMOUTH 

Tel:  Avonmouth  (0272) 

825551 

BARNHAM 

Tel  Yapton  (0243) 
552628 


BRIGHTON 

Tel  Brighton  (0273) 

779731 

CHATHAM 

Tel  Medway  10634) 

41621 


COLCHESTER  EASTLEIGH  LOWESTOFT 

Tel:  Colchester  (0206)     Tel  Southampton  (0703)     Tel:  Lowestoft  (0502) 

71281  610816/7/8/9  65166 


COWES 

Tel  Cowes  (0983) 
296511 


CHRISTCHURCH  DAGENHAM 
Tel  Chrlstchurch  (0202)     Tel  01-592  7839 
482071  593  3501 


HANWELL 

Tel  01-579  5297/8 


IPSWICH 

Tel:lpswlch(0473) 


LUTON 

Tel:  Luton  (0582) 
563366 

NORTHAMPTON 


NORWICH 

Tel:  Norwich  (0603) 

49029 

NOTTINGHAM 

Tel  Nottingham  (0602) 

869678/9 


PLYMOUTH 

Tel:  Plymouth  (0752) 

708111/2/3 


READING 

Tel  Reading  (0734) 
585739 


STAINES 

Tel:  Staines  (61) 

52515 


RAYNES  PARK 


PETERBOROUGH 

Tel  Northampton  (0604)  Tel:  Peterborough  (0.  33)  Tel:  01-946  9111 
53012  231941 


PORTSMOUTH  SIDCUP  WALTHAM  ABBEY 

Tel  Portsmouth  (0705)     Tel  01-3026237  Tel  LeaValley(9) 

83563  715115 
SOUTHEND 
Tel:  Southend  (0702) 
526341/2 


WATFORD 
Tel:  Watford  (92) 
43903 


We  do  not  compete  with  our  customers  - 
we  neither  own  nor  control  any  retell  shop*. 
We  neither  wtsh  nor  intend  to  serve  members  of  the  general  pubMc. 
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LETTERS 


Rural  service 


If  you  will  forgive  your  columns  being 
used  for  what  must  seem  to  be  a 
private  debate,  I  must  comment  on 
Messrs  Madge  &  Dalies'  reply  (C&D, 
May  2)  to  my  letter  of  a  week  earlier. 
They  are  in  some  danger 
(inadvertently,  without  doubt)  of 
misleading  your  readers  as  to  what  I 
actually  said.  According  to  them,  my 
letter  stated  that  ".  .  .  we  have  to  be 
prepared  to  offer  a  full  pharmaceutical 
service  to  every  man  woman  and  child 
in  the  country  as  presumably  the 
doctor  dispensing  service  does." 

I  do  not  know  from  where  they 
obtained  that  last  phrase,  for  it  does 
not  appear  in  my  letter  at  all.  The  fact 
that  it  appeared  'in  inverted  commas 
merely  heightens  the  impression  that 
it  was  a  direct  quotation  from  my 
letter,  and  I  object  most  strongly  to 
this.  I  give  the  impression  that  I 
approve  of  doctor  dispensing  (I  do 
not)  and  that  I  am  at  least  satisfied 
with  the  overall  results  of  the 
pharmaceutical  service  available  in 
rural  areas  (I  most  certainly  am  not). 

Nothing  that  Messrs  Madge  & 
Davies  say  in  any  way  alters  the  central 
point  of  my  letter — 'which  was  that  a 
full  pharmaceutical  service  means  just 
that,  and  nothing  else.  Any 
compromise  in  the  level  of  service 
which  we  ultimately  wish  to  offer 
smacks  simply  of  opportunism  and 
weakens  our  case  by  giving  our 
opponents  a  natural  and  effective  point 
of  attack. 

We  must  as  a  profession  decide 
now  just  what  level  of  service  we  do 
wish  to  offer  and  why  we  wish  to  offer 
it.  Do  we  object  to  doctor  dispensing 
out  of  professional  picque  and  a 
resentment  that  they  are  pinching 
what  we  regard  as  our  bread  and 
butter?  Or  do  we  object  to  it  because 
we  feel  it  is  the  right  of  all  patients 
to  receive  the  full  and  clinically 
disinterested  service  which  only  we 
can  offer,  rather  than  let  them  be 
fobbed  off  with  second  division 
substitutes  offered  by  other  professions 
under  the  often  pseudo  guise  of 
greater  convenience? 

I  realise  that  we  can  only  make 
haste  slowly  in  this  matter,  and  that 
the  pharmaceutical  El  Dorado  is,  for 
'the  rural  pharmacist,  still  nothing  more 
than  a  distant  mirage  on  the  far 
horizon.  Nevertheless  we  must 
rigorously  examine  our  choices  and 
motives  before  doing  anything  else. 
The  answers  we  obtain  from  such 
self-analysis  will  affect  our  attitudes  to 


the  day  to  day  skirmishes  involved  in 
the  overall  struggle,  and  in  turn  those 
attitudes  will  significantly  affect  our 
chances  of  eventual  success. 

There  are  a  number  of  particular 
points  arising  from  Madge  &  Davies' 
letter  on  Which  I  would  like  to 
comment,  but  I  have  presumed 
enough  upon  your  space  and  patience, 
so  I  intend  to  communicate  directly 
with  the  RPA  in  the  near  future. 
R.  D.  Dudley 
Bodenham,  Hereford 
We  now  believe  Messrs  Madge  and 
Davies  intended  the  section  in 
quotation  marks  to  be  printed  in  italic 
as  an  addition — Editor. 

Purist  approach 

Assumptions  and  generalisations  are 
inevitable  in  the  debate  on  rural 
dispensing.  Let  us  therefore  assume 
that  the  purist  pharmaceutical  position 
is  possible,  and  a  special  payment 
system  desired  by  the  PSNC,  with 
new  money  from  Government,  enables 
a  pharmaceutical  service  to  be  given 
to  everyone. 

Mr  Hurst  and  Mr  Dudley  would 
be  satisfied  and  the  principle  that 
doctors  diagnose  and  pharmacists 
dispense  would  be  clear  to  all 
concerned.  However,  if  Implemented 
without  safeguards  for  a  new  subsidy 
to  allow  the  ex-dispensing  rural  doctor 
to  be  financially  viable,  the  patient 
may  well  argue  it  to  be  one  step 
forward  and  two  back,  when  they  no 
longer  have  a  doctor. 

In  Gwynedd,  after  a  few  standstill 
committees,  the  argument  put  between 
professions  may  have  been  different 
from  the  recent  CHC  public  debate  in 
Herefordshire.  FPC  regulations  are 
implemented  only  in  any  dispute  where 
tact,  reasonableness  and  compromise 
fall,  and  the  fact  that  the  patient  also 
has  rights  cannot  be  ignored.  What 
would  the  farmer  having  worked  all 
day,  arriving  at  the  surgery  in 
torrential  rain  requiring  medicine  say, 
if  turned  away  with  a  prescription 
undispensed,  faced  with  a  further  day's 
delay  before  the  collection  and  delivery 
system  allows  the  pharmacist  to 
dispense  it?  I  know  what  Blodwen  and 
Snowdon  would  do! 

Of  course  this  question  of 
convenience  must  not  be  taken  too 
far,  but  it  must  be  considered  and 
arguments  based  on  the  patients' 
interests  are  better  than  those  of  a 
professional  interest,  where  each  side 
may  be  accused  of  putting  their  bank 
account  first  and  the  patient  second. 

If  one  assumed  that  an  area  could 


not  support  a  pharmacy,  and  a 
collection  and  delivery  system  was 
inconvenient,  would  it  then  be 
preferable  for  a  pharmacist  to  be 
employed  by  the  rural  doctor?  Would 
this  be  against  the  Statement  upon 
Matters  on  Professional  Conduct  by 
having  a  financial  link  between  the 
pharmacist  and  the  doctor? 

The  patient  would  be  better  off 
than  with  the  cleaner  dispensing,  but 
could  the  doctor  afford  the 
pharmacist's  salary?  Indeed  might  this 
be  the  thin  end  of  a  very  thick  wedge 
and  be  used  to  close  rural  pharmacies? 

This  backlash  possibility  should  be 
considered  in  any  argument,  especially 
when  the  purist  pharmaceutical 
position  is  thought  by  doctors  as  a 
threat  to  their  income. 

In  urban  and  rural  areas  there 
are  many  patients  living  more  than  a 
mile  from  the  nearest  pharmacy,  who 
have  their  prescriptions  dispensed  in  a 
pharmacy.  Doctors  who  regard  the 
mile  limit  as  an  absolute  standard 
right,  as  in  Tenterden,  are  the 
minority  at  the  present  time. 

Can  one  be  sure,  if  the  purist 
pharmaceutical  position  were  pushed, 
that  doctors  feeling  threatened  would 
not  immediately  reach  for  their  maps 
and  compasses,  resulting  in  a  pharmacy 
closure  rate  as  yet  unseen? 

I  feel  one  cannot  take  the  risk 
until  the  mile  limit  has  been  extended 
to  three  miles  and  is  statutory  and 
enforceable  by  FPC  regulations.  This 
can  only  be  achieved  by  joint  PSGB/ 
PSNC  action  at  a  national  level, 
politically  pushed  by  John  Davies, 
Rural  Pharmacists'  Association. 
R.  N.  Thomas 
Gwynedd 


US  News 


Delay  on  inserts 

An  American  scheme  to  make  patient 
package  inserts  (PPTs)  mandatory  in 
ten  classes  of  drugs,  has  been  held  up 
by  the  Reagan  administration 
according  to  a  report  in  New  Scientist. 

Under  the  scheme,  manufacturers 
of  cimetidine,  clofibrate  and 
propoxyphene  would  have  had  to 
provide  PPIs  for  pharmacists  to  give 
out  from  this  month.  Inserts  for 
ampicil'lins,  benzodiazepines,  digoxln, 
met'hoxsalen,  thiazides,  phenytoin  and 
Benedictin  would  follow  in  the  next 
three  years.  However  according  to  the 
report,  drug  companies  were  told  in 
February  that  they  would  not  have  to 
comply  while  the  government 
reassessed  its  policy  on  inserts.  A 
consumer  organisation — Public  Citizen 
Litigation  Group — has  now  claimed 
that  the  Reagan  administration  has 
violated  administrative  law  by 
suspending  the  inserts  and  has  filed  a 
lawsuit  to  get  the  scheme  re-instated.  ■ 
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Made  for  you 


Specially  tailored  for 
your  business 


Sharp  Reliability 


Even  the  simplest  Sharp 
Electronic  Cash  Register  can 
be  specially  programmed  to 
meet  the  needs  of  your  busi- 
ness. Take  the  ER 1872.  Unlike 
other  low-cost  machines,  it 
gives  you  every  function 
you  need  to  exercise  full 
control  over  your  cash.  JH 
Even  the  keyboard  can  J| 
be  customised  to  deal 
with  your  specific  busi- 
ness. And  when  you 
turn  the  master  key, 
the  ER  1872  will 
provide  you  with  a 
comprehensive 
easy-to-read 
management 
report, 

making  you  fully 
up-to-date  with 
your  trading 
situation. 

Comprehensive 
Guarantees 

As  you  would  expect  from  a  name  like 
Sharp,  every  one  of  our  Cash 
Registers  carries  a  full  guarantee 
covering  all  parts,  labour  and  travel 
time. 


Sharp  are  world  leaders  in  innovative 
electronics.  The  same  technology 
which  goes  into  unmanned  light- 
houses, where  ultra-reliability  is 
so  obviously  vital,  goes  into 
your  cash  control  equipment. 
Sharp  means  reliability. 


Made  to  Measure 

The  most  up-to-date  micro- 
chip technology  is  built 
into  the  ER  1872,  which 
means  valuable  counter 
space  won't  be  wasted 
-because  the  ER1872 
is  neat,  compact  and 
space- saving. 


BSI  Approved 

The  British  Standards  Institute  is 
hard  to  please.  It  approves  all 
Sharp  Electronic  Cash  Registers. 
Only  two  other  manufacturers  can 
say  the  same.  When  you're  buying 
an  electrically-operated  product, 
like  a  Cash  Register,  always  make 
sure  it's  safe.  Make  sure  it's  Sharp. 


Free  for  you 


Nationwide  Back-up 

Like  every  one  of  our  products,  your 
Cash  Register  will  be  backed  by  a 
nationwide  sales  and  service  net- 
work. Advice  on  cash  control  is 
provided  by  specialists;  Sharp- 
trained  service  engineers  are  ready 
to  cope  with  any  service  problems 
should  they  arise. 

To  find  out  all  about  Sharp  Cash 
Registers... and  how  you  could  win 
one  of  a  hundred  Cash  Registers 
FREE. ..post  the  coupon  now! 


Your  new  Sharp  Cash  Register 
could  be  yours  FREE!   


All  you  have  to  do  is  see  the  new 
Sharp  ER  1872  for  yourself-before 
the  30th  June,  1 981 .  We'll  give  you 
the  chance  of  winning  one  of  100 
Sharp  ER1872's  in  a  free-to-enter 
draw.  And  you  don't  have  to  wait  for 
the  results  (August  1981)  to  find  out 
if  you've  won  a  Sharp  ER  1872- 
because  if  you  buy  one  and  then 
win,  we'll  reimburse  you  with  its 
purchase  price. 


Your  next 
Cash  Register 


Post  to:  Cash  Register  Division,  Sharp  Electronics  (UK)  Ltd.,  Sharp  House, 
Thorp  Road,  Newton  Heath,  Manchester  M10  9BE. 

Please  arrange  for  a  Registered  Sharp  Dealer  to  give  me  a  FREE  demonstration  of 
the  Sharp  Cash  Register  and  supply  me  with  my  FREE  entry  form 

NAME 


I 


J  |  COMPANY/ORGANISATION 
ADDRESS 


TEL.  NO: 


CD/9/5 


Could  be  FREE! 


SHARP 


\\ 
I 
I 


~?i\At,  attcCiftMfwxit 


pi  m 

axe  stock  of 


our  success.** 


.  . .  and  profit  from  the  increased  demand. 
Diastix  sales  up  over  50%  in  one  year 
and  Dextrostix  not  far  behind. 

More  and  more  diabetics  are  benefiting 
from  these  products.  Make  sure  you  do  too! 

Diastix 

reagent  strips 


.   reagent  strips        -  q 

Dextrostix 


reagent  strips 

the  tests  diabetics  prefer 


'Trademark 


DlviJlon  MILES 


Miles  Laboratories  Limited 
PO  Box  37,  Stoke  Court,  Stoke  Poges.  Slough  SL2  4LY 
Telephone  Farnham  Common  5151 


Thomas  Christy  Ltd. 
From  May  1st,  distributors 

for  Quickies. 


Quickies  face  cleansing  pads.  Quickies  nail  varnish  remover  pads. 
Quickies  eye  makeup  remover  pads.  Now  distributed  by  Thomas  Christy  Ltd. 
152  North  Lane,  Aldershot,  Hants.  GU12  4QP.  Phone  (0252)  29911.  Telex  858196. 
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PSNC  REPORT 


Meeting  with  Minister  leads 
to  further  talks 


Representatives  Of  the  Pharmaceutical 
Services  Negotiating  Committee  met 
with  the  Minister  off  Health, 
Dr  Gerard  Vaughan,  on  April  30  in 
their  continuing  discussion  off  the 
DHSS  proposals  to  update 
contractors'  remuneration  and  issued 
the  following  joint  statement:  "The 
PSNC  and  DHSS  each  made 
proposals  that  were  discussed  at 
length. 

"Both  slides  agreed  to  take  away 
these  proposals  to  discuss  with 
colleagues  and  agreed  that  a  further 
formal  meeting  be  arranged  in  the 
near  future  in  an  attempt  to  finalise 
matters. 

"The  Minister  of  Health  and  the 
PSNC  gave  joint  undertakings  not  to 
enlarge  on  this  statement  at  the 
present  time." 

This  was  the  first  formal  meeting 
to  take  place  since  November  1980. 

At  a  meeting  of  PSNC  on  April  8 
it  was  announced  that  Mr  Edward 
Gibbons  had  accepted  the  position  off 
chairman  off  the  review  panel  but 
he  only  wished  to  serve  for  one  year. 
Because  of  etiquette  PSNC  was 
unable  to  approach  the  other 
nominees  for  vacancies  on  the  panel 
until  after  this  date.  So  far  no  one 
else  has  accepted  a  position. 

■  The  Committee  was  concerned  that 
a  memorandum  relating  to  the  drug 
testing  scheme  had  been  prepared 

by  the  Department  and  circulated  to 
certain  bodies  other  than  PSNC. 
The  Department  claimed  that  the 
discussions  were  "internal."  PSNC 
agreed  to  object  to  the  lack  of 
consultation  but  added  that  the 
Committee  was  not  prepared  to 
discuss  the  matter  in  the  absence  of 
some  drug  testing  scheme  for 
dispensing  doctors. 

■  The  Committee  considered  a  letter 
from  the  Department  saying  that  the 
number  of  successful  pharmacies 
receiving  payment  from  the  essential 
small  pharmacies  scheme  for  1980 
was  476  and  the  total  expenditure 
(now  funded  by  the  Department 
outside  the  balance  sheet)  amounted 
to  £301,237.90.  Payments  were  made 
in  70  FPC  areas. 

■  The  Committee  received  a  letter 
from  the  secretary  of  the  General 
Medical  Services  Committee 
concerning  the  dispensing  of  calendar 
packs.  The  Committee's  view  was 


re-affirmed  in  a  written  reply: 
That  where  a  prescriber  orders  a 
quantity  of  tablets  not  corresponding 
to  a  complete  number  of  original 
packs,  the  pharmacist  should  be 
permitted  to  dispense  the  number  of 
packs  containing  the  nearest  quantity 
to  that  ordered. 

■  It  was  agreed  that  the  office  should 
attempt  to  obtain  information  on  the 
effect  off  the  new  BNF  on  bulk 
prescriptions. 

LPC  resolutions 

The  Committee  considered  the 
resolutions  passed  at  the  conference 
off  Local  Pharmaceutical  Committee 
representatives  held  on  March  8. 
A  summary  of  PSNC's  action  follows. 

■  Drug  testing  scheme — Somerset 
LPC:  Representations  have  been 
made  to  the  Department  that  there 
should  be  a  scheme  for  dispensing 
doctors  similar  to  that  for  pharmacists. 

■  Rational  location  of  NHS  pharma- 
ceutical contracts — Herts  and 
Coventry  LPCs: 

These  resolutions  are  statements  of 
PSNC  policy  and  will  be  urgently 
pursued  as  outlined  in  the  joint 
PSGB/PSNC/NPA  submission  to  the 
Department. 

■  Overhead  costs  reimbursement — 
Coventry  LPC:  This  resolution  is  a 
statement  off  PSNC  policy  and  Will  be 
pursued  as  outlined  in  the  new  NHS 
contract  document. 

■  On-cost  scale — Carnden  &  Islington 
LPC:  Negotiations  with  Department 
continue. 


■  Returned  prescriptions — Hillingdon 
LPC:  It  is  PSNC  policy  that  all  items 
and  dispensing  fees  for  items  priced 
on  returned  prescriptions  be  paid  at 
the  first  possible  time  and  before 
queried  items  are  returned  to  the 
contractor.  Representations  have 
been  made  to  the  Department. 

■  Hereford  &  Worcester  and 
Hillingdon  LPCs  urged  the  PSNC 
and/or  the  Central  Checking  Bureau 
to  give  contractors  more  information 
on  prescription  endorsing  and  that  all 
prescriptions  bearing  endorsement 
not  accepted  by  the  Prescription 
Pricing  Authority  should  be  returned 
to  the  contractor  for  information. 
PSNC  agreed  to  give  increased 
information  via  the  NHS  newsletter, 
and  through  the  new  remuneration 
booklet  to  be  published  shortly. 

■  Accuracy  off  pricing — Kensington, 
Chelsea  &  Westminster  LPC:  A 
paper  setting  out  the  details  of 
monitoring  accuracy  of  PPA  pricing 
clerks  has  heen  circulated  to  LPCs. 

■  Price  change  procedure— ^Hereford 
&  Worcester  and  Dorset  LPCs: 
PSNC  decided  that  the  revision  of  the 
price  change  procedure  be  pursued  in 
accordance  with  existing  PSNC 
policy. 

■  Appliances — Barking  &  Havering 
LPC:  Representations  have  been 
made  to  the  Department  deploring 
the  fact  that  there  are  many  dressings 
and  appliances  in  common  use  which, 
while  available  free  through 
hospitals,  are  not  included  in  the 
Drug  Tariff. 

The  1981  Winpharm  Award  for  the  best 
result  in  the  World  Ski  Cup  Competition 
for  Pharmacists  was  presented  to  retail 
pharmacist  Mr  Alan  Haycocks  ( left) 
by  Mr  Bernard  Hardisty,  Winpharm 
managing  director  (centre),  at  a 
reception  last  week.  About  150 
pharmacists  took  part  in  the  World  Cup, 
held  in  the  Swiss  resort  of  Zinal  in 
March.  Mr  Haycocks  won  a  igold  medal 
tor  a  combined  best  time  over  two 
slalom  courses;  retail  pharmacist, 
Mr  Trevor  Darke,  South  Shields,  (right) 
won  a  bronze  medal 
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NEWS  ABOUT  TRAVEUABS! 


New  ard-hitting  consumer  press 

campaign.  High  frequency  advertisements  in 
Sunday  People,      My  Weekly, 
Daily  Mirror,         TV  Times. 
Woman's  Weekly, 


BIG  BONUS  TERMS 


New 


Look  out  forTraveltabs 


now  packed  in  the  smart  new 
blister-card. 


ask  yourThomas  Guest  rep. 
for  full  details. 


New  impactful  point-of-sale 

dispenser  available  soon  from  your 
Thomas  Guest  rep.,  or  direct. 


NEW-LOOK  TR  AVELTABS 

the  product  that  stops  travel  sickness  before  it  starts 

_  Sure  Shield 

Family  medicines  from  Thomas  Guest 

Thos.  Guest  &  Co.  Ltd.,  92  Carruthers  Street,  Ancoats,  Manchester,  M4  7HX 
24  hour  telephone  service:  061  205  2975  and  061  205  8998 


BUSINESS  NEWS 


Official  launch  for 
budget  promises 


The  business  opportunities  programme, 
outlined  'in  the  Chancellor's  budget 
speech,  in  March,  was  officially 
launched  this  week.  The  Government 
says  the  programme  is  designed  to 
draw  the  attention  of  those  wishing  to 
start  their  own  enterprises  to  the 
opportunities  and  incentives  available 
to  small  firms. 

One  of  the  more  innovative  plans 
announced  in  the  budget  was  a  loan 
guarantee  for  small  businesses.  Run  by 
the  Department  of  Industry,  the 
scheme  will,  in  suitable  cases, 
guarantee  loans  up  to  £75,000  made  by 
financial  'institutions  participating  in 
the  scheme.  Initially,  these  will  now 
include  the  English  and  Scottish 
clearing  banks  and  the  Industrial  and 
Commercial  Finance  Corporation. 
A  premium  of  3  per  cent  per  annum 
Will  be  charged  by  the  Department. 
Applications  will  be  expected  to  be 
made  by  the  participating  institutions 
on  behalf  of  their  clients.  The  scheme 
starts  June  1  when  f  urther  details  will 
be  announced. 

A  further  aid — "business  start  up 
scheme" — is  now  in  operation.  It  will 


give  relief  from  income  tax  on  up  to 
£10,000  subscribed  for  shares  in  a 
company  in  any  one  year.  Relief  will 
be  given  at  the  individual  investor's 
marginal  rate  of  tax,  including  the 
investment  income  surcharge,  and  will 
be  available  only  to  an  outside  or 
minority  investor  in  the  shares  of  the 
company  concerned. 

It  will  be  restricted  to  companies 
starting  up  a  genuine  new  trade — and 
it  will  be  available  for  the  first  3  years. 
As  "'dealers  in  goods"  are  excluded, 
wholesalers  and  retailers  are  not  suitable 
cases.  To  qualify,  any  invesitment  must 
be  maintained  in  the  business  for  at 
least  5  years  and  Where  are  rules  to 
prevent  the  relief  being  used  merely  as 
a  vehicle  for  tax  avoidance. 

As  part  of  the  Government's 
publicity  for  the  business  opportunities 
programme,  four  booklets  have  been 
published  by  the  Department — "How 
to  find  Premises";  "Employing  people 
for  the  first  Time";  Your  Own 
Business";  How  Tax  Incentives  Can 
Help".  AH  are  available  from  Small 
Firms  Centres — Freefone  2444.  ■ 


Taylor  acquired 

Pharmaceutical  Wholesalers,  James 
Taylor  (Trongate)  Ltd,  of  Clydebank 
and  Dundee,  are  to  be  bought  out  by 
Raimes  Clark  &  Co,  Edinburgh,  and 
Hall  Forster  &  Co  Ltd  of  Newcastle. 
The  company  will,  however,  continue 
to  offer  distribution  services  from  its 
existing  depots. 

Mr  J.  Taylor  McNeil,  chairman 
and  managing  director,  Will  retire 
from  the  board,  along  with  his  fellow 
directors,  and  Mr  C.  C.  Cumming, 
FPS,  of  Raimes  Clark  &  Co  and 
Mr  J.  E.  H.  Forster,  MPS,  of 
Hall  Forster  &  Co  Ltd  have  been 
appointed  to  represent  the  purchasers. 
Mr  M.  Hutchison  has  been  appointed 
general  manager  and  Mr  N.  Dargue 

Seventeen  fully  qualified  midwives, 
undergoing  advanced  training  to  become 
tutors  in  their  profession,  recently  visited 
Wyeth  Laboratories'  manufacturing  plant  in 
Havant  as  part  of  their  studies  on  infant 
nutrition.  Seen  here  are  four  of  the  visiting 
midwives,  with  Arthur  Rule,  quality  control 
manager,  watching  Gold  Cap  S^M-A 
ready-to-feed  bottles  being  packed  into 
despatch  cartons 


is  appointed  as  sales  manager. 

Mr  McNeil  has  been  managing 
director  since  1952  and  is  a  former 
dhalrman  of  the  Scottish  Wholesale 
Druggist  Association.  He  has  also 
served  as  treasurer  of  the  National 
Association  of  Pharmaceu'tical 
Distributors  and  council  member  of 
'that  body  for  several  years.  ■ 


Agfa-Gevaert  taken 
over  by  Bayer  AG 

Bayer  AG  are  to  take  full  control  of 
Agfa-Gevaert  in  a  deal  worth  DM325 
million.  Until  last  year,  Bayer  held  a 
50  per  cent  share  of  the  company,  but 
increased  this  to  60  per  cent  With  a 
much  needed  capital  injection  for  the 
company  of  DM200m. 

A  need  for  further  capital,  which 
the  Belgian  partners  have  been  unable 
to  supply,  has  promoted  the  takeover, 
and  Gevaert  Photo  Production  will 
receive  their  compensation  in  Bayer 
shares.  The  original  company  was 
formed  in  1964  when  Bayer's 
subsidiary,  Agfa,  was  merged  with 
GPP. 

Only  a  few  days  before  the 
announcement  of  the  takeover, 
Agfa-Gevaert  announced  much 
improved  1980  results,  with  net  of  tax 
profits  rising  to  DM63. 2m  from  losses 
of  DM1 17m  in  1979  and  turnover  up 
to  over  20  per  cent  to  DM4,400m.  ■ 

Dispute  affects 
PA  YE  returns 

Small  businesses  experiencing  trouble 
in  recouping  VAT  payments,  because 
of  the  current  industrial  troubles 
Within  the  Civil  Service,  will  not  be 
pressed  by  the  Inland  Revenue  for 
PA  YE  returns,  the  Prime  Minister 
announced  in  the  Commons  this 
week. 

This  disclosure  came  in  answer  to 
an  oral  supplementary  question 
when  Mrs  Thatcher  also  indicated 
that  a  Government  body  would  supply 
certificates  to  businesses  that  are 
owed  VAT  in  order  to  placate 
company's  banks  over  cash  flow 
problems.  Further  details  are  expected 
to  be  announced  shortly.  ■ 
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Chemicals  pay 
offer:  union 
action  threat 

Industrial  action  may  result  if 
employers  in  the  chemical  industries 
do  not  improve  on  the'ir  7.3  per  cent 
pay  offer,  says  the  negotiating  officer 
for  the  General  and  Municipal 
Workers'  Union. 

The  offer  was  rejected  last  week  at 
a  meeting  of  the  Chemical  and  Allied 
Industries  Joint  Industrial  Counc'il,  and 
the  Unions  are  now  consulting  their 
members. 

During  negotiations  the  employers 
raised  their  previous  offer  to  12p  per 
hour,  which  represents  a  7.3  per  cent 
increase  on  the  basic  rate,  and  offered 
to  'increase  the  national  three  shift 
differential  'by  8.3  per  cent. 

The  employers  feel  that  in  view  of 
the  serious  economic  situation  of  the 
industry,  in  which  short  time  working 
and  redundancies  are  still  prevalent, 
the  additional  day  of  holiday  recently 
negotiated  to  take  effect  'this  year  and 
the  costs  involved  in  recognising  the 
Royal  Wedding  as  a  public  holiday, 
there  is  no  room  for  any  further 
concession.  ■ 

Glass  recycling 

Plans  to  expand  a  glass  recycling 
scheme  throughout  Britain  will  result 
in  energy  and  waste  disposal  savings 
worth  millions  of  pounds  a  year 
claimed  the  Glass  Manufacturers 
Federation,  this  week. 

Announcing  a  major  expansion  of 
its  bottle  Ibank  schemes  which  are 
already  operating  in  over  200  towns 
and  cities,  Mr  John  Small,  a  vice- 
president  of  the  Federation,  said  the 
industry's  target  was  to  recycle  glass 
at  the  rate  of  250,000  tonnes  a  year  by 
April  1984. 

He  also  announced  that  as  part  of 
the  expansion  programme,  plans  were 
now  being  finalised  by  United  Glass 
to  build  a  £750,000  Glass  Recycling 
Centre  at  Harlow,  Essex.  It  was 
expected  that  the  plant  would  be 
operational  in  February  1982,  when  it 
would  join  two  similar  plants  built 
by  Rockware  Glass  in  Knottingley, 
Yorks,  and  by  United  Glass,  at 


Kelliebank,  Alloa,  in  Scotland. 

The  glass  industry  is  also  working 
to  develop  new,  smaller  types  of  glass 
collection  skips — bottle  bins — partly 
funded  by  a  £50,000  sponsorship  given 
by  the  British  Soft  Drinks  Council  to 
encourage  recycling.  Bottle  bins  will 
be  used  to  develop  glass  recycling 
from  inner  city  areas  and  from 
locations  such  as  pubs,  hotels  and 
restaurants.  ■ 

ICI  caution  over 
possible  recovery 

ICI  have  shown  a  recovery  in  the  first 
quarter  of  this  year  following  a  very 
poor  second  half  in  1980.  Benefiting 
from  lower  costs,  pre-tax  profit  at 
£52  million  is  still  well  down  on  the 
£171m  recorded  for  the  same  period 
last  year,  but  a  healthy  improvement 
on  the  losses  made  before  tax  in  the 
latter  six  months  Of  1980. 

Sales  in  the  first  quarter,  at 
£  1,496m,  were  £60m  above  those 
achieved  in  the  fourth  quarter  of 
1 980,  but  £27m  below  the  turnover 
in  the  first  quarter  of  1980.  Sales 
volume  in  January  and  February  in 
fact  showed  no  significant  improvement 
over  the  levels  for  the  previous  six 
months  and  the  company  says  selling 
price  increases  were  not  sufficient  to 
give  any  real  recovery  in  margins. 

The  March  sales  volume  is 


apparently  somewhat  higher,  but  the 
company  is  remaining  cautious  and 
says  it  is  too  early  to  tell  Whether  this 
is  the  start  of  a  sustainable  recovery.  ■ 


R&C  improve  profits 


Reckitt  &  Colman  have  improved 
pre-tax  profits  for  1980  at  £56.04 
million  (£53. 43m)  on  a  turnover  of 
£728.  lm  (£659.  lm).  In  the  UK, 
however,  profit  before  tax  fell  to 
£12. 78m  (£14. 46m)  on  a  turnover  of 
£257.25m  C£219.02m). 

Household  and  toiletry  sales  were 
£265. 54m  (£236. 61m)  giving  pre-tax 
profits  of  £33.24m  (£32m).  Pharma- 
ceuticals accounted  for  sales  of 
£76. 61m  (£63.63m)  but  profits  fell 
slightly  to  £7.03m  (£7.47m). 

During  1980  the  company 
restructured  its  pharmaceutical 
activities  and  concentrated  resources 
on  a  number  of  areas  '"closely  related 
to  its  current  expertise".  Prescription 
products  are  said  to  have  shown  a 
significant  increase  in  sales,  With  OTC 
medicines  also  performing  well. 

"Well  thought  out  marketing 
strategies"  are  said  to  have  resulted  in 
a  successful  year  for  household  and 
toiletry  goods. 

Although  the  company  has  made 
an  encouraging  start  to  1981  no 
forecasts  have  been  made.  ■ 


Appointments 


■  Boots  Co  Ltd: 

Mr  G.  M.  Hour- 
siton,    MPS,  and 
Mr  A.  B.  Marshall 
have  been  appoin- 
ted to  the  board. 
Mr    Hourston  is 
now  staff  director 
and  the  company 
says   his  appoint- 
ment —  held  by 
Mr  Jefferies  until 
his  retirement  last  year — 
emphasises  "the  importance  which 
the  company  attaches  to  the 
interests  of  its  staff  and  to  good 
industrial  relations".  Gordon  Hourston 
qualified  in  1957  and  joined  the 
company  a  year  later.  After  holding 
a  number  of  managerial  'posts,  he  was 
appointed  director  of  Boots  tihe 


Gordon  Hourston, 
MPS,  Boots  new 
staff  director 


Chemists  in  1977  and  director  of 
re'ta'il  staff  in  1978.  Mr  Marshall  has 
been  appointed  as  a  non-executive 
director  following  the  announcement 
that  Mr  A.  D.  Spencer  is  to  retire  in 
July.  Mr  Spencer,  former  vice- 
chairman,  retired  as  an  executive 
director  in  September,  1980,  but 
remained  a  non-executive  director. 
Sandy  Marshall  is  chairman  of  the 
engineering  company,  Bestobell. 

■  Savory  and  Moore  Ltd:  Miss  Sue 
Home  has  replaced  Mrs  S.  Murcutt 
as  central  buyer  in  the  GatWick  depot. 
Miss  Home  worked  in  the  company's 
Lowestoft  branch  before  moving  to 
her  new  position. 

■  Smith  &  Nephew  Pharmaceuticals 
Ltd:  Mr  A.  J.  Graham  is  promoted 
to  sales  manager;  Dr  G.  A.  Hopkins, 
MPS,  to  group  product  manager — 
ophfhalm'ics  and  contact  lens  products; 
and  Mr  I.  G.  Mitehelson,  MPS, 

to  group  product  manager — GP  and 
hospital  speciality  products. 


RUTHMOL 


the  low  sodium  condiment  National  Press  advertising  campaign  is 
now  in  progress.  Make  sure  you  have  stocks  of  50gm  shakers  and 
popular  250g  refills.  Available  from  most  wholesalers  or  direct 

from: 

Larithall  Laboratories  (CDL) 
229  Putney  Bridge  Road,  London  SW15  2PY 


SOLVE  CONTACT  LENS  SOLUTION  PROBLEMS 
FROM  THE  LARGEST  STOCKS  IN  THE  U.K. 

For  quality,  for  reliability,  for  service 
contact  Reggie  Ormes,  M  C  L  Services  Ltd., 
Castleham  Road,  St.  Leonards-on  Sea, 
East  Sussex, -TN38  9NB 
Telephone  Hastings  53381  -7 
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NEWS 
EXTRA 


No  new  restrictions 
on  paracetamol 

The  Government  has  "no  intention  at 
present"  of  restricting  paracetamol 
sales  to  pharmacies. 

Dr  Gerard  Vaughan,  Minister  of 
Health,  gave  this  reply  last  week  to  a 
Commons  written  question  from 
Mr  Laurie  Pavitt.  He  added  that  the 
current  legal  position  reflected  advice 
from  the  Medicines  Commission  and 
Committee  on  the  Review  of 
Medicines.  '■ 


Rapid  solid-dose 
identification 

A  new  method  of  tablet  and  capsule 
identification  was  demonstrated  on 
BBC  l's  "Tomorrow's  World"  last 
week. 

Identification  is  by  means  of  a 
series  of  physical  parameters  which 
are  determined  by  placing  the  tablet 
or  capsule  in  a  transparent  plastic 
"V"  placed  in  front  of  a  scale.  Other 
indications  of  identity  come  from 
plan,  elevation  and  colour,  to  which 
are  added  others  concerning  marking, 
derived  from  question-and-answer 
discussions  between  the  person 
holding  the  tablet  and  the  person 
operating  the  data  base. 

The  unique  feature  of  the  system 
is  said  to  be  that  the  "V"  takes  into 
account  the  thickness,  radius  of 
curvature  and  shape  of  the  product 
— which  has  allowed  the  system  to  be 
patented.  It  is  Claimed  that 
identification  is  possible  within  30 
seconds,  the  speed  making  it  of 
particular  value  in  acute  hospital 
admissions. 

The  data  base  will  include  3,000 
medicines,  plus  items  which  can  be 
confused  with  medicines  such  as 
sweets  and  veterinary  products.  In 
most  situations  it  is  envisaged  that 
the  system  will  be  used  by  a 
professional  with  another  professional, 
though  it  is  possible  that  a  lay-person 
may  be  involved  as  one  party.  In  the 
"Tomorrow's  World"  programme  an 
ambulance  man  was  seen  discussing 
an  identification  over  the  radio  with 
the  hospital's  data  base  controller. 

The  inventor  of  the  system  is 
Dr  Stephen  Thomas,  area  quality 
control  pharmacist,  mid-Glamorgan 
Area  Health  Authority.  He  is 
presently  compiling  the  data  base 


Which  will  be  a  computer  printout  in 
the  form  of  a  book.  A  limited 
number  of  ambulance  men  in  the 
mid-Glamorgan  AHA  will  then 
participate  in  a  pilot  trial  using  the 
plastic  identifiers  in  any  poisoning 
cases.  Treatment  will  not,  however, 
be  given  on  the  basis  of  the 
identification  but  will  follow  the 
usual  procedure. 

Dr  Thomas  envisaged  that  the 
identifiers  could  be  used  by 
ambulance  men  and  policemen  as 
well  as  hospital  and  retail 
pharmacies.  Development  and 
patenting  of  the  system  is  being 
carried  out  by  Edwin  Burgess  Ltd.  ■ 

COMING 
EVENTS 


Monday,  May  11 

Enfield  Pharmacists'  Association.  Postgraduate 
medical  centre.  Chase  Farm  Hospital,  Enfield,  at 
8  pm.  Annual  meeting.  Cheese  and  wine 
Illustrated  talk  by  Mr  F.  Bayford  on  "Four 
Hebridean  islands". 

Epsom  Branch,  Pharmaceutical  Society,  Bradbury 
centre,  (second  floor),  Epsom  District  Hospital,  at 
8  pm.  Annual  meeting. 

Stockport  Branch,  Pharmaceutical  Society,  Alma 
Lodge,  Stockport,  at  8  pm.  Annual  meeting. 

Tuesday,  May  12 

Dorset  Branch,  Pharmaceutical  Society,  Poole 

Hospital,  at  8  pm.  Annual  meeting. 

South  East  Metropolitan  Branch,  Pharmaceutical 

Society,  Visit  to  Finchcocks,  Goudhurst.  Supper 
and  musical  recital. 

Wednesday,  May  13 

East  Anglian  Regional  Health  Authority,  Norfolk 
and  Norwich  teaching  centre,  10  am  onwards. 
Exhibition  with  lectures  on  "Dispensing  for  the 
elderly",  "Metabolic  diseases"  and  "Special 
diets". 

Isle  of  Wight  Branch,  Pharmaceutical  Society, 

Post  Graduate  Medical  Centre.  St  Mary's 
Hospital,  Newport,  at  8  pm.  Mr  P.  J.  Nicholls, 
of  the  Welsh  School  of  Pharmacy,  on 
"Drugs  and  the  elderly". 

Leicester  and  Leicestershire  Branch,  National 
Pharmaceutical  Association,  Crawford  room, 
Belmont  Hotel,  De  Montfort  Street,  Leicester,  at 
8  pm.  Annual  meeting.  Mr  D.  Ross  to  speak  on 
LPC  conference. 

Sunday,  May  17 

Slough  Branch,  Pharmaceutical  Society, 

Maidenhead  to  Henley  riverboat  outing,  at  12  noon. 
Tickets  from  Dr  H.  Howlett.  telephone  West 
Drayton  49331   Members  from  other  branches 
welcome. 


MARKET 
NEWS 


Two  factors 


London,  May  5;  Another  Bank  holiday 
so  soon  after  the  Easter  break, 
together  with  a  firmer  dollar,  were 
two  factors  which  depressed  buying 
interest  during  the  past  week.  Some  of 
the  commodities  in  which  dollar 
currency  is  normally  used  for  trading 
were  marked  up  for  shipment  but  spot 
frequently  failed  to  move  in  sympathy. 

Among  essential  oils,  supplies  of 
citronella  from  Java  are  getting  short 
and  the  Chinese  oil  has  advanced  in 
consequence.  Brazilian  peppermint  was 


dearer  by  lOp  kg  in  the  cif  position 
While  menthol  rose  by  15p.  Chinese 
menthol  was  quoted  at  £5.45  kg,  cif, 
against  £5.05  in  the  previous  week. 

In  botanicals,  some  balsams  were 
dearer  while  Copaiba  was  unquoted  in 
both  positions.  Cinnamon  quills  moved 
up  after  a  long  period  of  stable  prices. 
Dearer  also  were  cherry  bark,  Costa 
Rican  ipecacuanha,  sarsaparilla  and 
lobelia. 

Among  pharmaceutical  chemicals, 
glycerin  prices  are  up  by  £90  metric 
ton  on  the  previous  quotation. 

Pharmaceutical  chemicals 

Ether:  Anaesthetic:  BP  2-litre  bottle  £4.45  each 
for  175  bottles;  one-metric  ton  lots,  in  130-kg 
drums  £1.85  kg  Solvent,  BP  in  130-kg  drums 
£1.34  kg. 

Ethisterooe:  £230  per  kg. 

Glucose:  (Per  metric  ton  in  10-ton  lots) — mono- 
hydrate  £295;  anhydrous  £550;  liquid  43"  Baume 
£309  (5-drum  lots);  naked  18-tons  £247. 
Glycerin:  In  250-kg  returnable  drums  £760  metric 
ton  in  5-ton  lots;  £785  in  2-ton  lots. 
Sodium  acid  phosphate:  BP  crystals  £1.36-£1.42 
kg  as  to  source  for  50-kg  lots. 
Sodium  acetate:  BP  crystals  £1.02  kg  in  50-kg. 
Sodium  ascorbate:  100-kg  lots  £5  per  kg. 
Sodium  benzoate:  £0.70  kg  in  500-kg  lots. 
Sodium  bicarbonate:  BP  from  £149.90  metric  ton 
as  to  grade  in  minimum.  10-ton  lots  delivered  UK. 
Sodium  chloride:  Vacuum  dried  in  10-ton  lots 
delivered  London  4-ply  bags  £47.56  metric  ton. 
Sodium  citrate:  Granular  £891  metric  ton;  powder 
£911.  Five-ton  contracts  £886  for  granular — all  in 
lined  bags. 

Sodium  fluoride:  in  50-kg  lots  £2.43  kg 
Sodium  gluconate:  Technical  £756  metric  ton. 
Sodium  hydroxide:  Pellets  BP  1973  in  50-kg  lots 
£0.82-£1.57  kg. 

Sodium  nitrate:  Recrystallised  £0.96  kg  for  50  kg 
lots. 

Sodium  nitrite:  BPC  1973  £1.02 -£1,298  kg  as  to 
maker  for  50-kg  lots. 

Sodium  perborate:  (per  1.000  kg)  monohydrate 
£723;  tetrahydrate  £430. 

Sodium  percarbonate:  £567  per  metric  ton. 
Sodium  sulphite:  Crystals  £0.21  kg  (500  kg  mini- 
mum). 

Sodium  thiosulphate:  photo  grade  £240  50  per 

metric  ton:  £224.50  ton  in  4-ton  lots 

Sodium  sulphate:  Fine  crystals  BP  £99  per  metric 

ton.  pea  crystals  £121.60;  commercial  £43.10  ex 

works. 

Crude  drugs 

Balsams  (kg)  Canada:  Dearer  at  £12.05  on  the  spot; 
shipment  £11.90,  cif.  Copaiba:  unquoted.  Peru: 
£9.55  spot;  £9.30  cif.  Tolu:  £6  spot. 
Belladonna:  herb  £1.13  kg  spot;  no  cif;  leaves  £1.88 
kg;  root  £1.34  kg  spot. 

Cascara:  £1.275  metric  ton  spot;  £1.255,  cif. 
Camphor:  Natural  powder  £8  kg  spot;  £8.80, 
cif.  Synthetic  96%  to  £1.28  spot;  cif  unquoted. 
Cardamoms:  Alleppy  green  £4.50  kg,  cif. 
Cloves:  Madagascar  £4,800  metric  ton  spot  £4,650, 
cif. 

Cherry  bark:  Spot  £1,280  metric  ton;  shipment 
£1,230.  cif. 

Cinnamon:  unquoted  on  spot  or  forward. 
Ceylon  quills  4  o's  £0.841b,  featherings  £0.17 
both  cif. 

Cochineal:  (kg)  Tenerife  black  brilliant  £20  <pot; 
£19.75  cif;  Peru  silver  £19.50;  grey  spot  £19.40,  cif 
Gentian  roots:  £2,585  metric  ton  spot;  £2.540.  cif. 
Ginger:  Cochin  £600  metric  ton  spot;  £600,  cif. 
Other  sources  not  quoted. 
Ipecacuanha:  Matto  Grosso  no  offers;  Costa 
Rican  £33  kg  cif. 

Lobelia:  European,  no  spot;  £1.50  kg,  cif 
Menthol:  (kg)  Brazilian  £5.75  spot  £5.90,  cif. 
Chinese  £5.25  spot;  £5.45.  cif. 
Pepper:  (metric  ton)  Sarawak  black  £750  spot, 
$1,400  cif:  white  £1.000  spot;  $2,025.  cif. 
Podophyllum:  Root  £550  metric  ton.  cif. 
Ouillaia:  Spot  £1.040  metric  ton;  £1.030.  cif. 
Sarcanarilla:  Jamaican  £2.725  metric  ton  soot 
f2.715.  cif. 

Turmpric:  Madras  finger  £350  metric  ton  spot; 
£260.  cif. 

Essential  oils 

Cassia:  Chinese  £54  kg  spot;  £53,  cif. 

Cinnamon:  Ceylon  leaf  £2.65  kg  spot;  £2.42,  cif; 

bark:  English-distilled,  £155. 

Citronella:  Ceylon  £3.50  kg  spot;  £3.05,  cif. 

Chinese  £3.38  spot;  £3.20,  cif. 

Nutmeg:  East  Indian  £7.35  kg  spot;  £7.75,  cif. 

Fnglish  distilled  £15. 

PepDermint:  (kg)  Arvensis — Brazilian  £5.25  spot 
£5.35.  cif.  Chinese  £3.25  spot  and  cif.  American 
niperata  £10. 

Pefiterain:  Paraguay  £8.75  kg  spot;  £9,10  cif. 
Rosemary:  Moroccan  £6.80  ke  snot;  Snanish  £7.30 
Sandalwood:  Spot  Mvsore  £47.50  kg  East  Indian 
£45  spot 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax.  They  represent  the  last 
quoted  or  accepted  prices  as  we  go  to  press. 
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CLASSIFIED 


Post  to  Classified 
Advertisements,  Chemist  & 
Druggist,  25  New  Street 
Square,  London  EC4A  3JA. 
Telephone  01-353  3212. 

Ring  John  Magee  or  Mark 
Jonas  for  further 
information  on  extension 
198. 


Publication  date  Every 
Saturday 

Headings  All  advertisements 
appear  under  appropriate 
headings. 

Copy  date  4pm  Tuesday  prior 
to  publication  date. 
Circulation  ABC 

January/December  1979 
17,330. 


Display/Semi  Display  £7.50 
per  single  column  centimetre, 
min  25mm.  Column  width 
42mm. 

Whole  Page  £650.00 
(265mmx  180mm). 
Half  Page  £350.00 
(135mmx  180mm). 
Quarter  Page  £180.00 
(135mmx88mm). 


Lineage  minimum  charge 
£20.00  for  30  words,  75p  per 
word  extra. 

Box  Numbers  £2.00  extra. 
Series  Discounts 

5%  on  3  insertions  or  over. 
10%  on  7  insertions  or  over. 
15%  on  13  insertions  or  over 


Business  for  sale 

XI  —  NORTH  WALES 
COASTAL  AREA  —  This 
freehold  property  with  excellent 
3-bedroom  living  accommodation  is 
situated  sufficiently  far  enough  out- 
side of  this  major  holiday  resort  not 
to  be  affected  by  seasonal  trade. 
This  building  is  small  and  easily  run 
thus  providing  an  ideal  setting  for 
enjoying  outside  activities.  The 
property  has  a  large  garden  and 
there  are  excellent  views  of  Snow- 
donia  and  surrounding  countryside. 
Property  £37,000,  stock  at  val- 
uation approx.  £10,000,  goodwill 
and  fixtures  £2,000. 

X2  —  LEEDS  —  This  easily  run 
lock-up  shop  on  rent  at  £2,000  per 
annum  stands  in  a  busy  shopping 
area  close  to  the  centre  of  Leeds, 
turnover  to  30  September  1980  was 
£78,652  showing  good  profit. 
Scripts  average  1,100  per  month, 
goodwill,  fixtures  and  fittings 
£6,000  plus  stock  at  valuation. 

X3—  DERBYSHIRE  —  High 
Peak.  This  nine-year-old  large  lock 
up  unit  on  rent  at  £950  per  annum 
•was  purpose  built  to  serve  a  council 
estate  of  5,000  people.  Turnover  in 
1980  was  £84,500  on  scripts  averag- 
ing 1,650  per  month.  Scope  for 
diversification  of  counter  trade, 
goodwill,  fixtures  and  fittings 
£10,000  plus  stock  at  valuation. 

X4  —  SALFORD  (LANCA- 
SHIRE) —  Lock-up  shop  serving 
council  estate,  turnover  to  31st 
March  1981  expected  £90,000. 
Based  on  1,600  scripts  per  month. 
Rent  £750  per  annum.  Goodwill 


•and  fixtures  £8,000  plus  stock  at 
valuation  approximately  £12,500. 

X5  —HIGH  WYCOMBE  —  Drug 
store  in  small  shopping  centre,  on 
council  estate  in  village  close  to 
High  Wycombe.  Turnover  to. 
30.9.80  £24,000,  rent  £1,750  per 
annum.  Two  bedroomed  flat  above, 
goodwill,  fixtures  and  fittings 
£6,000  plus  stock  at  valuation 
approximately  £6,000.  Suitable  for 
conversion  to  pharmacy. 

X6  -CENTRAL  LANCASHIRE 
—  Main  road  Pharmacy  close  to  the 
centre  of  a  character  full  town,  dis- 
pensary approximately  1,600 
scripts  per  month.  Turnover  to  31st 
May  1980  £68,798.  Freehold  prop- 
erty for  sale  at  £12,000  although  a 
lease  would  be  considered.  Stock  at 
valuation  approximately  £10,000. 
Offers  invited  for  goodwill  and  fix- 
tures. 

X7  —  NORTH  WIRRAL  — 
Lock-up  council  property  on  low 
rent,  good  profits,  scripts  average 
1,200  per  month.  Turnover 
£65,000  per  annum,  goodwill,  fix- 
tures and  fittings  £1,000  plus  stock 
at  valuation  approximately  £8,000. 

X8—  NORTH  WEST  LANCA- 
SHIRE —  Large  excellently  mod- 
ernised and  fitted-out  property 
close  to  town  centre.  Turnover  to 
April  30th,  1980,  £107,636.  Scripts 
average  2,000  per  month.  Good 
future  potential.  Freehold  property 
£27,500.  Goodwill,  fixtures  and  fit- 
tings £12,000.  S.A.V.  approx. 
£20,000. 


Ernest  J/George 

^fi    GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY.  CHEADLE, 
^  CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


NORTHERN  IRELAND.  Turnover  £97,000,  1700  NHS  items  per  month.  Freehold. 
Modern  shop  with  living  accommodation.  Stock  £14,000.  Premises  £35,000.  Good  will 
£10,000.  Fixtures  and  fittings  £6,000.  BOX  TTS  2786. 


Agents 


AGENTS  REQUIRED 

FOR  NEW  RETAIL  RANGE  OF 
TRICHOLOGICAL  HAIR  CARE  PRODUCTS. 
Exciting  Products  —  Excellent  Rewards. 

Apply:  Trichological  Prescription  Ltd. 
49  Brompton  Road,  London  SW3 
Tel:  (01)  584  6303 


Auctions 


Situations  vacant 


By  Order  of  J.  A.  Avery-Gee,  FCA 

Receiver  and  Manager 
OLNEY  BROS.  LTD.  (Shopfitters) 
Northbridge  Road,  Berkhampstead,  Herts. 
ON  THURSDAY  21  st  MAY  1981  at  11  a.m.  PROMPT 

M.  ISAACS  &  SON,  FSVA 
WILL  SELL  BY  AUCTION  ON  Tl  E  ABOVE  PREMISES 
The  Entire  Contents  including 

Costly  New  High  Class  RETAIL  SALES  MODULAR  UNITS,  Inter- 
plan  System  80  Chemist  Storage  Unit  with  fully  fitted  dispensary. 
Numerous  glass  display  &  other  Counters,  Gondolas,  Office  Fur- 
niture, etc. 

ON  VIEW:  WEDNESDAY  20th  MAY  from  10  am  to  4  pm  and 
Morning  of  Sale. 

CATALOGUES  30p  from  the  Auctioneers  10  Booth  Street,  off 
Chapel  Street,  Manchester  M3  5DE.  061  833  9492. 


REPRESENTATIVES 
REQUIRED 

for  well  known  importers  and  wholesalers  of  fashion 

jewellery,  for  various  areas. 

High  rate  of  commission.  Trade  ref.  required.  Replies 

to: 

JODEZ  (Manchester)  Ltd., 
34,  Shudehill,  Manchester  M4  1EY. 
Phone:  061-832  6564. 


Equipment  for  sale 


The  new  Cadet  strip  package  system — the  simple 
economic  route  to  strip  packaging  for  hospitals  and 
industry — available  now. 

For  more  details  write  to  Kirby  Lester  Electronics  Ltd.,  Ellen 
Street,  Osborne  Industrial  Est.,  Oldham,  Lanes.  OL9  6QQ  or 
telephone  061-620-1421  contact  Mrs.  M.  Charles. 
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Stocks  for  sale 


Shopfittings 


AMERICAN  AFRO  PRODUCTS 

(T.C.B.,  DAX,  Ultra  Sheen,  etc.  etc.) 
AT  AN  AVERAGE  OF  20%  to  30% 
BELOW  WHOLESALE  PRICES 

on  full  cases  only. 
BARY  MERO  LTD.,  36  Brixton  Road,  London  SW9 
Telephone  01-582  4755 


X 

Ever  Ready 

 X 


Corrux' 


0 


SINGLE  EDGE 
BLADES 

BRAND  LEADER 

Blister  carded  4  blades.  Retail 
45p;  36  cards  per  box.  £10.03  + 
V.A.T.  Carriage  paid  min.  2 
boxes. 

Ever  Ready  Razor  Co.,  Quad- 
rant Works,   Manor  Park 
Cres   Edgware  Middx. 
01-951  1674. 


Three  Pears  Cosmetics 

[77\       Station  Road 
wm  Warley 
\£J      West  Midlands 

WE  OFFER  A 

LARGE  RANGE  OF 

TOP  QUALITY 

PERFUMES  AT 

BELOW  TRADE  PRICES. 
CONTACT 
ANGELA  CLARKE 
ON  021-559  9367 

(3/5F) 


Miscellaneous 
for  sale 


COSMETICS  AND 
PERFUMES 

A  large  range  branded  and  non- 
branded 

Wholesale  only 
SHURE  ENTERPRISES 
227  Shoreditch  High 
Street,  El  6PJ 

Tel:  01-247  3122 


Perfumes 
Kodak  Film 
Flash  Cubes 

CONTACT: 

W.L.C.C. 
397  Acton  Lane 
London  W3 

Tel:  993  6400/9/2921 


Miscellaneous 
for  sale 


ECONOMIC  CRISIS! 
HIGH  OVERHEADS 

Here  is  an  opportunity  to 
solve  it. 

We  specialise  in  costume 
jewellery,  gifts  and  chemist 
sundries. 

To  boost  your  sales  please 
write  or  phone: 

HONEYPOT 
189  Streatfield  Road 
Kenton,  Harrow 
Middlesex 
01-204  4542 


LOTUS  VOODS 
LTD. 

Gourmet 

MEAT  ALTERNATIVE  (Typ) 

will  give  Nutritious  dishes 
at  V2-V3  the  price  of  meat. 


Other  products  include:  Liquid 
vegetarian  Cheese/Junket  Rennets. 


Send  for  full  list  to: 

Lotus  Foods  Ltd.  29/31  St.  Lukes  Mews, 
London  W11.  Tel:  01-727  5645 


Stock  wanted 


WANTED 

Surplus  stock,  discontinued/clearing  lines 
in  toiletries,  cosmetics,  perfumery,  sundries 
etc.  Cash  payment  and  immediate  deci- 

sions-  Contact: 

KEMISTORES  (Wholesale), 
166,  Hammersmith  Road, 
London,  W.6. 
Tel:  01-748  4902. 
Telex:  8951749  Pipes  G. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 
trade  for  manufacturers'  clearing 
lines,  and  retailers'  stocks. 
8  Northburgh  Street,  London 
EC1V  0BA.  Tel:  01-253  1184/5. 
Telegrams:  "Salvall",  London 
E.C.1.  (TCW) 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles,  etc., 
urgently  wanted.  Kindly  contact  Robin 
Wheeler  Antiques,  Parklands  Park 
Road,  Ashtead,  Surrey.  Telephone: 
Ashtead  72319.  Buyer  collects.  (TC  w, 


On  {-Won 


COMPLETE  SHOPFITTERS 
SPECIALISING  IN  PHARMACY 


Shopfronts 
Lighting 


Interiors 
Flooring 


Ceilings 
Building  Work 


UNI-PLAN  DISPENSARY  FITTINGS 

42/45  New  Broad  Street,  London,  EC2M  1QY. 
Tel:  01-628  0898 


DETROIT 
DISPLAY 
SHELVING 

HIGH 
QUALITY 
SHELVING 
UNITS 
approved  by 


NUMARK 


(TCW) 


K.H  WOODFORD&Co  Ltd 
Ring  Now  0202  36272 


a  pan 

shopfitting  limited 

alpbn  house,  cavalier  road, 
heathf ield,  newton  abbot,  devon. 
tql2  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

pharmacies 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506.  H.  A. 
Peyser,  20  Fairfax  Avenue,  Didsbury, 
Manchester  M20  0AJ.  (TC) 


and  PHARMACY 

Specialists 


Complete  service  N.P.A.  and 

NUMARK  approved. 

Iplan  UNIT  SHOPFITTINGS 

Eustace  International 
E  Plan  Estate,  New  Road 
Newhaven,  Sussex  BN9  0AE 
Telephone:  07912-7711 

(TCW) 


Umdasch 


SYSTEMS 


COMPLETE 
SHOPFITTERS 

PLUS      Shopfittings  of  quality. 

A  complete  professional  Design 
&  Contract  service. 

DRENMEAD  LTD., 

Britannia  Estate, 
Leagrave  Road, 
Luton,  Beds.  LU3  1 RJ. 
Tel:  (0582)  421851. 

N.P.A.  approved  shopfitters. 


Magnum  ©pas 

Shopfittings 

A  New  Generation  of  Pharmaceutical  Shop- 
lifting Equipment-flexible,  easy  to  install, 
superb  colour  combinations  and  com- 
petitivelyi  priced  Write  or  phone:  Magnum 
Opus  Ltd;  The  Mailings,  Southminster, 
Essex.  Tel:  (0621)  772248. 


SUPER  SHELVING  SYSTEM 
WILL  INCREASE  YOUR 
TOILETRY  SALES  BY 
HUNDREDS  OF  POUNDS. 

Send  for  colour  illustration  or  ask 
us  to  call  for  instant  quote.  Glass 
display  counters  with  lighting, 
island  sites  and  showcases.  Early 
delivery  direct  from  makers. 
London  and  Home  Counties  only. 

THIRSK  SHOPFITTINGS, 
741-743  Garrett  Lane,  London 
SW17  0PD. 
Tel:  01-946  2291. 


rSHOPRTTING  8  DESIGN  CENTRE 
(West  of  England)  Ltd 

Complete  Shopfitting  Service 
for  the 

PHARMACIST 


Heron  Rd.    Sowton.  Exeter. 
0392  -  37791 


r 


"Everything  you  need 
to  know  about 
Pharmaceutical  Shopfitting" 


Write  or  telephone  for  your 
FREE  Pharmacy  Information 
Pack,  sent  by  return  of  post. 

Tower  Works,  Lower  Rd., 
Gravesend,  Kent,  DA11  9BE 
Telephone  (0474)  60671 


SHOWRAX 


The 
Nortftfleet  _ 
Grot*) 
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DRUGGIST 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
25  New  Street  Square,  London  EC4A  3JA 
Telephone  01-353  3212 


Copy  date  12  noon  Wednesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading 


Please  invoice  insertions 

PLEASE  PRINT  


Name  

Address 


I    Phone  Date  Signed 

I 


Typesetting  and  graphics  by  Friary-Clark  Ltd,  Enfield,  Middlesex.  Printed  by  Riverside  Press  Ltd,  Whitstable,  Kent.  Published  by  BENN  PUBLICATIONS  LTD,  25  New  Street  Square,  London  EC4A  3JA. 
Registered  at  the  Post  Office  as  a  Newspaper  31/21 /16s 


There's  a  good  profit  for  you  with. 


ANTI  SMOKING  CAPSULES 

-  the  well-tried  anti-smoking  aid  that  comes  in  a 
complete  28  day  course  and  does  not  affect  the  sense 
of  taste. 

•  INCREASING  DEMAND 

More  and  more  people  want  to  stop  smoking,  not  only  for 
health  reasons,  but  because  they  know  they  can  put  their 
money  to  better  use. 

•  CONSISTENT  ADVERTISING  CAMPAIGN 

NICOBREVIN  is  the  most  consistently  advertised  anti- 
smoking  aid  on  the  market. 

•  NEW  DISPLAY  MATERIAL 

New  Window  Wobbler  and  Open/Closed  Sign  available. 
Improved  pack  &  instruction  leaflet. 

SO  DON'T  MISS  OUT  -  make  sure  you  have 
adequate  stocks 

RETAILERS:  Contact  your  wholesaler  NOW. 
WHOLESALERS:  Write  or  'phone  for  details  and  terms  to: 

MILLER  13  GOLDEN  SQUARE  LONDON  W1R  3AG 

Telephone:  01-734  5687 


An  expanded 
service  to  the  Pharmaceutical  Industry 

Your  own  medical  and 
clinical  research  department  at  the 

end  of  a  telephone. 

An  extra  hand  at  all 
stages  from  laboratory  to  patient. 

.  IHYI1  specialises  in:— 
•CLINICAL  TRIALS 

•  LIBRARY  FACILITIES 

•  REGULATORY  AFFAIRS 

•  MARKETING 

•  PROMOTIONAL  ADVICE 

•  ADVERTISING 

Pharmaceutical  Human  and  Animals  Research  Methods  Ltd. 
Cumberland  House,  Lissadel  Street,  Salford,  M6  6GG. 
Telex  666135  Air  Talk  G.  Tel:  (061)833  9491 


Now  available! 
GARROULDS 
BIG,  NEW 
COLOUR 
CATALOGUE 

with  40  pages  of  career 
wear  and  accessories  to 
choose  from.  Clip  the 
coupon  below  and  post 
today  to  receive  your  copy. 
Garroulds  services  include 
export,  contract,  retail  and 
mail  order  backed  up  by 
our  own  manufacturing 
and  design  capacity. 

E  &  R  Garrould  Ltd, 

104-106  Edgware  Road, 

London  W2  2EA 

Tel:  01-723  1001  or  402  7262 

(only  5  minutes  from  Marble  Arch) 
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FROM  THE  MAKERS  OF  ANADir 
THE  No.1  BESTSELLER 
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..AN  A  DIN 

ANADIN1L  i  * 
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24  TABLETS 


ES  NEURALGIA 
HEUMATIC  PAIN 


ANALGESIC  TABLETS 

FAST  PAIN  RELIEF 

Headaches  Neuralgia 
 Colds      Rheumatic  Pain  


ANALGESIC  TABLETS 

FAST  PAIN  RELIEF 

Headaches  Neuralgia 
Colds  Rheumatic  Pain 
PeriodPains  Dental  Pain 


mm 

IP 


ANADI 

ANALGESIC  TABLET 


FAST  PAIN  REUEl 

HEADACHES  •  NEUR 
COLDS    •  RHEUMATIC 


MORE  SALES.  MORE  PROFIT 


From  the  makers  of  Anadin,  your 
best-selling  pain  reliever,  comes  new 
Soluble  Anadin  for  those  who  prefer 
to  dissolve  their  tablets. 

An  intensive,  hard-selling  TV 
campaign  will  spread  the  news. 
Backed  up  at  point  of  sale. 

Special  launch  kits  to  editors  of 


women's  magazines  will  mean 
editorial  coverage. 

Make  room  on  your  shelves  for 
more  of  the  well-known  green  and 
yellow  packs. 

Greater  visibility  means  more 
sales,  more  profits  for  you. 


SOLUBLE  ANADIN 

From  the  makers  of  the  No.  1  best  seller 


